DIGITAL MIGRATION AND PERFORMANCE OF MEDIA HOUSES IN KENYA: A CASE STUDY OF ROYAL MEDIA SERVICES, KENYA by MOMANYI, SUSAN
DIGITAL MIGRATION AND PERFORMANCE OF MEDIA HOUSES IN KENYA: A CASE 
STUDY OF ROYAL MEDIA SERVICES, KENYA 
 
 
 
 
 
SUSAN MOMANYI 
 
 
 
A RESEARCH PROJECT SUBMITTED TO THE SCHOOL OF MANAGEMENT AND 
LEADERSHIP IN PARTIAL FULFILMENT FOR THE REQUIREMENT OF THE AWARD 
OF THE DEGREE OF MASTER OF BUSINESS ADMINISTRATION OF MANAGEMENT 
UNIVERSITY OF AFRICA.  
 
 
 
2017 
ii 
 
DECLARATION 
This Research project is my original work and has not been presented for any degree in any other 
university. 
 
Signature……………………………………...Date………………………………………… 
Susan Bonareri Momanyi 
MBA/2/00007/2/2014 
 
The Research project has been submitted for examination with my approval as the University 
Supervisor  
 
Signature……………………………………….Date…………………………………………  
Dr. Emanuel Awour 
Management University of Africa 
  
 
 
 
iii 
 
DEDICATION 
This research project is dedicated to my family. Their encouragements and advice gave me the 
courage and the motivation to continue studying to the highest possible academic level. Above 
all, the study dedicates all to the Almighty God for showering the work with his blessings during 
the entire MBA program. 
 
 
 
iv 
 
ACKNOWLEDGEMENTS 
 This study wishes to acknowledge the supervisor Dr. Awour for the guidance he has given in 
carrying out this study. This study also wishes to thank all the lecturers who have helped, guided, 
prepared and equipped with the necessary skills to do this project. This study would further wish 
to acknowledge the researcher‟s classmates who helped her cultivate the need for the present 
study. Thanks also goes to lecturers who helped the researcher conceptualize the study problem. 
The study would also wish to acknowledge the Management University of Africa (MUA) for 
their enabling environment to study. Finally, this study would wish to thank the staff at RMS 
who offered valuable data that enabled the analysis, conclusions and recommendations of the 
study.  
v 
 
ABSTRACT 
Digital television migration has the potential to precipitate a radical shift in how media business 
processes, operations and consumers at large are managed. However, the extent to which digital 
migration has influenced performance of media houses and the level to which the real benefits of 
media digitization characterized by news dissemination, competitive business strategy, product 
re-innovation and technical investments have influenced performance remain significantly 
uninvestigated.  This study established the influence of digital migration on the performance of 
media houses in Kenya. It specifically established the effect of news dissemination on 
performance; determined the effect of competitive business strategy on performance; assessed 
the effect of product re-innovation on performance; and established the effect of technical 
investments on performance of Royal Media Services. The technology acceptance model; 
resource based view theory and the dynamic capability theory were the theories anchoring the 
study.  The study adopted descriptive survey research design. The population of this study 
consisted of 268 employees at Royal Media Services Limited. The sample size for the study was 
86 employees who were selected by use of proportionate stratified random sampling method 
from the senior management, middle and lower management cadre at Royal Media Services. The 
study used questionnaires to collect data. Validity of the instruments was measured by experts in 
the field from the media industry while reliability was tested using Cronbach Coefficient Alpha 
with a reliable figure of .710 found. Data was analyzed using descriptive analysis, regression and 
correlation analyses. The results show that: news dissemination (β1 = .373 p<0.01), competitive 
business strategy (β2 =.171 p<0.01), and product re-innovation (β3 =.283 p<0.01) occasioned by 
digital migration had significantly positive influences on performance at Royal Media Services. 
However, technical investments (β4 =.302 p<0.01) in digital migration had a significantly 
negative influence on performance at Royal Media Services. The study thus recommends that: 
Royal Media Services should continue to implement the creative elements of digital migration to 
further improve the quality, timeliness and reliability of news dissemination. The company 
should use digital platforms to enhance the competitive business strategies by enacting a 
strategic plan that is attuned to the new market realities where viewer fragmentation has become 
a serious concern. The strategic plan must appreciate the presence of all competitors and device a 
strategy that will put the company ahead of the pack, may be through differentiation strategies. 
Royal Media Services should use digital platforms for more product innovations as that will 
ensure that the company remains at the top of market share that they presently enjoy. They 
should continue to invest in digital migration and though the investment appears costly, research 
has shown clearly that it will be worth it in the long run. The government should both initiate and 
implement workable strategies that curbs unwarranted and unhealthy competition among media 
houses so that the companies can flourish in their digitization endeavors. The study would 
benefit the management of Royal Media services with digital migration information that would 
help in improving their overall performance.  
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OPERATIONAL DEFINITION OF TERMS 
 
Broadcast Media: This is that electronic media or channel that uses the airwaves which enables 
signals and information to be transmitted to a large and diverse audience.  
 
Competitive business strategy - This refers to a strategy that appreciates the advantageous benefit 
acquired at the expense of competitors by presenting to both customers and consumers better, 
more quality and higher worth by manipulating the prices, for instance low pricing and or 
offering more benefits and features that would lend itself to better outcomes.   
Digital Migration: Digital migration means the transition from analogue formats to using a 
technical platform that receives and sends information via signals which are characterized by 
numbers one to zero which highlight the presence or absence of electronic signals.  
News Dissemination- this means to spread information, knowledge, opinions and news widely. 
The idea with disseminate is that information travels to all corners of the globe.  
Performance- This refers to the achievement of a specified job task measured against 
predetermined ideals of accuracy, inclusiveness and efficacy.  
Product re-innovation – This refers to the restitution and expansion of the assortment of products 
and its services and the networked markets and the formation of new product procedures of 
invention, supply and distribution. 
 
Technical investment- This refers to the cost allocated and used to acquire and facilitate the 
digitized media.
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CHAPTER ONE 
INTRODUCTION 
1.1 Introduction 
This chapter presents the background of the study, the statement of the problem, the research 
objectives and hypotheses. It also presents the significance and the scope of the study. 
1.2 Background of the Study 
The digital environment is not static and continues to advance rapidly (Poole, 2011). In 
electronic media for instance, the now progressive technology has ushered in and precipitated 
expansive and revolutionary changes to the broadcast media particularly as regards immediacy 
and the all-important timeliness of news (Brown, 2013). Mullich (2010) also noted that the 
progressive nature of Information and Communication Technology (ICT), has not only 
precipitated and build up effective invention, processing, linkage and sharing and information 
dissemination but also put a high value on immediacy coupled with timeliness of news.   
 
Further, television seems to have dictated how we live our daily lives (Nickson, 2013). Poole 
(2011) emphasizes that television has influenced today‟s culture where viewers wake up to early 
morning shows that are delivered in a fast-paced format in an attempt to get energized for the 
day. Nickson (2013) argues that technology has advanced to third generation (3G) mobile phones 
that receive television broadcasts. In other words, television has become a ubiquitous (important) 
part of our lives, and yet its impact continues to evolve at an extraordinary pace. Consequently, 
The International Telecommunication Union (ITU) designated June 17
th
, 2015 as the global 
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deadline for all television broadcasting to be switched from analogue to digital.  Kenya being a 
member of ITU was thus obligated to adhere to the deadline.  
Laven, (2013) asserts that digitization of broadcasting is envisioned to connect even those who 
are in the most remote parts of the globe by providing enhanced sound and picture quality while 
it hosts more channels enabling a vast selection of content.  
The switchover was adopted earlier by various developed countries like United States of 
America, Netherlands, United Kingdom, and China among others using various models. In some 
countries, it was implemented in stages as the case of India and United Kingdom where each 
region had their separate date to switch off analogue transmission. In others, the whole country 
switched off on one date such as Netherlands who migrated in December, 2012, (Laven, 2013). 
However, the Kenyan situation was a problematic affair with numerous court cases ensuing so as 
to reach the final digital migration status. How far, however, digital migration has had an effect 
on performance of the media houses remain uninvestigated.  
1.2.1 Concept of Digital Migration 
Berger (2010) describes Digital Migration as a practice where ineffective analogue signals are 
replaced by the more effective digital ones. He suggests that in the long run, broadcasters, signal 
distributors, regulators, manufacturers, governments and the public need each other for a 
successful digital transition. 
Both television and radio signals, over the many years, have run under the control of analogue 
systems since their beginnings. The analogue systems run on a heavy bandwidth so as to transmit 
sound and picture information and was thus the reason why the Digital Terrestrial Television 
(DTV) broadcast was enacted so that they may transmit signals that are wireless in nature to cut 
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back on the bandwidth spectrum. It is an obligation that all signatory countries drift to digital 
platforms by June 2015 based on the stipulations of the international agreement enacted in 
Geneva in 2012.  East Africa states also signed and acquiesced to the target date of December 
2012 (Beal, 2013).  
As earlier noted, analogue broadcasting employs analogue signals from beginning to end along 
the broadcasting chain (RURA, 2010). The programme under broadcast using the analogue 
spectrum is lined with a frequency cannel which makes it obligatory on the broadcaster to give 
out signals that would then be transmitted to all sites together with managing operational 
transmitters in all towns and locations where the programme is bound to cover. This the reason 
why a TV broadcast utilizes three distinct frequency channels to get their programmes across.  
Conversely, digital broadcasting employs digital signals in its dissemination chain; the diverse 
signals to be conveyed are linked to identifiers so that many programmes can utilize the same 
frequency channel like the mobile phone idea which makes the production of top-notch quality 
(Beal, 2013). 
1.2.2 Concept of Performance  
Every organization exists to among other things; perform their tasks in an effective and desirable 
way. As a consequence, the performance of any company is central to its existence (Zahra, 
2012).  Investor words (2011) define performance as the measurable outcomes of activities, tasks 
and events measured within a specified time. On their part, Lumpkin and Dess (2012) asserted 
that it is necessary to appreciate the multidimensional aspect of the performance paradigm. This 
implies that any research that looks at performance simply as a single construct, for example 
profitability only, runs the risk of misrepresenting the actual theoretical understanding of 
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performance. Chong (2010) further observed that an understanding of performance is multi-
pronged and measures to ne added are market share, return on investment, sales growth, and of 
course profitability as accounting measures.  Additionally, determinants of performance like 
customer satisfaction coupled with non-financial accomplishments are vital in the overall 
assessment of performance; particularly when one considers the privately-run companies. This is 
in line with the opinion of Zahra (2012) for instance, who argues that both financial and non-
financial constructs are important in the assessment of organizational performance. 
Chong (2010) in his seminal work identifies four major aspects that can be used to explain the 
measures of performance. The aspects are system resource, goal, competitive value and 
stakeholder approaches.  The Systems approach is assessed by investigating the capability of a 
business to acquire the required resources while the goal approach is concerned with the level to 
which a business accomplishes its desired tasks. The stakeholder approach is premised on the 
level to which the activities of the business meats both the expectation and aspirations of the 
internal stakeholders who include shareholders and staff.  Lastly, the competitive value approach 
is one that measures the level to which the business meets the aspirations of its external 
stakeholders who include competitors, customers and suppliers. Of the four approaches, the goal 
approach has become the common in use due to its simple focus, comprehension and its nature 
for internal focus (Chong, 2010; Zahra, 2012). 
Further, Richard et al. (2010) explained that the goal approach gives the company owners and 
manager a way to assess performance using both financial (Objective) measures and the non-
financial (subjective) constructs. Here, the financial measures are explained by returns on 
investment (ROI), profitability, sales growth, income and returns on sales coupled with returns 
on equity. On the other hand, non-financial measures are characterized by employment of more 
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employees, customer loyalty and satisfaction, brand awareness coupled with owner‟s satisfaction 
about the progress of the business (Richard et al, 2010). To thus improve performance, 
organizations have utilized numerous strategies to do it from technological innovations to 
marketing and strategic competitiveness procedures. Digital migration as one of the constructs of 
technological innovation is meant to improve performance of media houses for instance.  
1.2.3 Digital Migration in Kenya 
The Communication Authority of Kenya (CAK) (2016), outlines Kenya‟s progress in digital 
migration. The report highlights that following the International Telecommunication Union‟s 
conference in 2012, Kenya started the journey of Analogue Switch-Off (ASO) in 2013 with an 
advisory taskforce which recommended the formation of Digital Television Committee (DTC) to 
implement digital migration. The membership of this committee was composed of the then 
Permanent Secretary for the Ministry of Information and Communications as the chair, 
Communications Commission of Kenya (which was later reformed to Communication Authority 
of Kenya), Kenya Broadcasting Cooperation, National Communication Secretariat together with 
the council members of the Media Owners Association. The government of Kenya also adopted 
digital migration as a Vision 2030 flagship project under the Economic pillar. Kenya‟s digital 
migration was spearheaded by Digital Kenya which is the brand name for the whole process of 
digitization.  
The process began by launching of the DVB-T signal on December 2009. The government also 
authorized Kenya Broadcasting Cooperation under its subsidiary Signet to become the first 
Broadcast Signal Distributor. In December 2010, the government adopted the DVB-T2 signal 
and an infrastructure roll out plan for the migration process; then followed a competitive bidding 
process to license the second Broadcast Signal Distributor, which was won by Chinese owned 
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company Pan Africa Network Group (PANG). The local broadcasters under National Signal 
Network, who were second appealed to the Public Procurement Appeal Review Board Tribunal 
which upheld the Communication Commission of Kenya‟s tender process. National Signal 
Network moved to the high court and the court of appeal who asserted their legitimacy to get a 
Broadcasting Signal Distributor license (Robi, 2014). 
The Ministry of Information and Communication together with the Communication Commission 
of Kenya gave a license to the local broadcasters on affirmative basis if they became a 
consortium. Three main local television stations Kenya Television Network, Nation Television 
and Citizen TV formed a consortium under Africa Digital Network-(AND) which is one of the 
licensed Broadcasting Signal Distributor (CAK, 2016). Since then, the big media houses have 
been implementing the digitized technology whose influence on their performance thus far has 
not been assessed.  
1.2.4 Profile of Royal Media Services 
Royal Media Services is the undisputed industry leader when it comes to media in Kenya; being 
the largest electronic Media House locally. It is home to the most popular television and radio 
channels according to audience share and best known to fashion it‟s programming primarily to 
connect with the audiences. Royal Media brands are Citizen TV, Inooro TV, Radio Citizen, 
Muuga FM, Hot 96, Sulwe FM, Ramogi FM, Wimwaro FM, Inooro FM, Egesa FM Musyi FM, 
Bahari FM, Vuuka FM and Mulembe FM (Royal Media Services, 2017). 
 
Based on the audience share that Royal Media Services almost monopolizes, an investigation on 
the influence of digital migration on the performance of such an organization has a huge impact 
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on understanding the entire media fraternity in the country and thus this study becomes both 
necessary and useful.  
1.3 The Statement of the Problem 
Digital television migration has the potential to precipitate a radical shift in media business 
processes, operations and consumers at large. Indeed, it has been noted that such a migration has 
shown that TV quality in terms of content, signal and picture have improved and consumers now 
have a wider access of information through a variety of TV channels. However, based on notable 
surveys the migration is becoming expensive for consumers thus cases of decline in TV audience 
which is not good for marketers/advertisers have been witnessed. For Royal Media Service in 
particular, the survey notes that wider choice of TV channels has also led to audience 
fragmentation which may hinder advertisers from achieving their goals and objectives of 
exposure to a large audience. So, while digital migration has exhibited desirable results, it has 
also ushered in problems of viewership and competitiveness which then imply that there may be 
Royal Media Service performance challenges occasioned by digital migration. However, the 
extent to which digital migration has influenced performance of Royal Media Service and the 
level to which the real benefits of media digitization characterized by news dissemination, 
competitive business strategy, product re-innovation and technical investments have influenced 
performance of the media houses remain significantly uninvestigated.  
Two notable and recent studies have been done in Kenya on digital migration, studies that offer 
deep insights into the concept of digital migration. Tabu (2014) did a study titled „Consumer 
attitude towards analogue to digital migration of television broadcasting technologies in Nairobi 
County’. In his study, he found out that consumers would prefer an improved version of 
broadcasting operations and TV options occasioned by digital migration. He also found out that 
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digital migration creates opportunities for product re-innovation and technical investments which 
would then have an impact on consumer attitudes. His study however showed significant gaps. 
One, his study was a cross-sectional study that looked at consumer attitude which does not say 
much about the performance of media houses like this study will do. Secondly, the study dealt 
extensively on analogue format and mentioned digital migration almost in passing. Thirdly, the 
study measured consumer attitude which studies show (Pearce and Robinson, 2011; Porter, 
2010) is difficult to measure as no exhaustive measures exist as opposed to performance which 
this study hopes to measure.  
 
Finally, a much recent work was done by Obiero (2016), on the effect of digital migration on 
television programming and content development in Kenya being a case of Kenya Television 
Network (KTN). The study found out that digital migration has exhibited positive TV 
programming and content outcomes. However, outcomes of performance like profitability, 
Return on Investment, Return on Assets and customer satisfaction were not investigated and 
looking particularly at digital migration variables of news dissemination, competitive business 
strategy, product re-innovation and technical investments and how they have influenced 
performance of the media houses. This study thus hoped to fill the gap by investigating the 
influence of digital migration on performance of media houses.  
1.4 Research Objectives 
1.4.1 Main Objective 
To establish the effects of digital migration on the performance of media houses in Kenya 
 
 
9 
 
1.4.2 Specific Objectives 
1. To establish the influence of news dissemination on performance of Royal Media 
Services 
2. To determine the effect of competitive business strategy on performance of Royal Media 
Services 
3. To assess the influence of product re-innovation on performance of Royal Media Services 
4. To establish the effect of technical investments on performance of Royal Media Services 
1.5 Hypotheses 
H01: News dissemination does not have a significant influence on performance of Royal Media 
Services 
H1: News dissemination has a significant influence on performance of Royal Media Services 
H02: Competitive business strategy does not have a significant effect on performance of Royal 
Media Services 
H2: Competitive business strategy has a significant effect on performance of Royal Media 
Services 
H03: Product re-innovation does not have a significant influence on performance of Royal Media 
Services 
H3: Product re-innovation has a significant influence on performance of Royal Media Services 
H04: Technical investments do not have a significant effect on performance of Royal Media 
Services 
H4: Technical investments have a significant effect on performance of Royal Media Services 
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1.6 Significance of the Study. 
The findings of this study may be of great assistance to various stakeholders both in practice and 
also in theory.  
1.6.1. Media Houses 
Firstly, in practice the study may be useful to the management of the media houses in providing 
valuable information on the digital migration initiatives and their effectiveness in the 
performance of their media houses.  
1.6.2. Regulatory bodies  
Secondly, the study can enlighten the members of the regulatory organizations such as The 
Media Council of Kenya on the strategies used by the media houses and the level of 
competitiveness. This can help them get more information about media industry and come with 
proper regulatory framework.  
 
1.6.3 Policy Makers  
The same piece of information would be useful to the policy makers in the ministry of 
information communication and technology when developing policies which ensure healthy and 
fair competition among the media houses in Kenya. The information would also be useful to the 
policy makers in the ministry of information communication and technology in developing 
policies which ensure healthy and fair competition among the media houses in Kenya.  
1.6.4 Fellow Academicians 
The findings would add more value to the theoretical understanding of the resource based view. 
This is because the findings would elaborate on how business strategy are linked with new 
developments in enhancing performance and resources and capabilities of the media houses, 
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hence add more value on the resource based view theory on company resources and capabilities 
and consequently help fellow academicians to add the data and arguments from this study to 
their body of work.  
1.7 Scope of the Study 
The study focused on the effects of digital migration on the performance of media houses in 
Kenya. It specifically looked into how news dissemination, competitive business strategy, 
product re-innovation and technical investments influence performance of the Royal Media 
Services. It targeted the staff at the company and was done between the months of May 2017 to 
August 2017.  
1.8 Chapter Summary 
This chapter significantly considered the background of the study and placed digital migration, 
the concept of performance and Royal Media Services in its proper context. It also looked at the 
statement of the problem and acknowledged the inherent research gap that necessitates this 
study. Moreover, it presented the research objectives, hypotheses, significance of the study and 
the scope of the study.  
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CHAPTER TWO 
LITERATURE REVIEW 
2.1 Introduction 
This chapter offers a clear appraisal and evaluation of the literature on the study which includes 
the theoretical perspective of the study, the theories guiding the study and the competitive 
strategies which have been used by different organizations for effective performance. 
2.2 Theoretical Literature Review 
For the intentions of this study, three theories on organizational performance and digital 
migration are reviewed to form its conceptual basis. They include technology acceptance model; 
theory of resource-advantage and open system as explained in the proceeding sub-section. 
2.2.1 Technology Acceptance Model 
 
The Technology Acceptance Model is a spin-off of the Theory of Reasoned Action the latter 
which was first postulated by Martin Fishbein and Icek Ajzen in 1967 and the former developed 
by Davis (1986) and was premised to offer an explanation on the predictive element of how an 
information system or technology is accepted.  Overall, the premise of the theory is to forecast 
the extent to which any technological innovation is accepted and what alterations can be done so 
as to make it acceptable in the long run. Consequently, Davis (1989) constructed two 
determinants that are useful in understanding the technology acceptance model. He argued that 
there was perceived usefulness which is the extent to which a person feels that the use of any 
technology will improve performance of whatever tasks at hand. The other is perceived ease of 
use which is measured as the extent to which a technology is felt to be easy to manipulate and 
operate (Hauser, 2011). 
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Further, Technology Acceptance Model hypothesizes that the employ or utilization of a 
technology system is predicated on behavioral intention which is in turn predicated on the 
individual‟s perception or attitude on whether the technology can complete a task effectively and 
whether its use will be effortless with minimal challenges and hang-ups (Davis (1986). Thus, 
according to Davis, the attitude of a technology user is not the only determinants that predicates 
his utilization of a system, but is also premised on the effectiveness and significance of the 
system to the performance. Consequently, in the even that an employ is not amenable to a new 
technology system, he will still use it if he feels that the technology will improve performance. 
Also, the Technology Acceptance Model conjectures an unswerving direct connection between 
perceived usefulness and perceived ease of use. Further, if there are two technology systems 
offering similar features and traits, there is high probability that the user will choose the one he 
perceives to be more useful to enhance performance and one he will find easier to operate 
(Dillon and Morris, 2014). 
 
To go even further, Davis (1986) advanced the argument that perceived ease of use has a 
significant influence on an individual‟s attitude via two mechanisms; instrumentality and self-
efficacy.  The latter, self-efficacy is a construct that Bandura (1982) espoused which sought to 
describe that when someone perceives that anything is easily operated, the more the user 
espouses a better sense of self-efficacy. Instrumentality here means that the more someone 
perceives that anything is easily operated the more control the user feels he has over the 
technological innovation (Lepper on 1985). Efficacy is one of the main determinants 
underscoring the idea about intrinsic motivation (Bandura, 1982; Lepper, 1985) and thus presents 
the current illustration of the connection between perceived ease of use and attitude (Davis, on 
14 
 
1986). Technology acceptance model can be understood clearly when looking at how Royal 
Media Services must accept the digital migration platform to do innovative news dissemination, 
product re-innovation, technical investment and competitive strategy to improve performance. In 
the event that they accept the technology they have to clearly consider whether the technology 
adopted has ease of use and is perceived to be useful.  
2.2.2 Resource Based View 
Management theory has had many theories that have sought to explain it; the resource-based 
view (RBV) is a major example of a contemporary theory that have come to the fore. It seeks to 
describe the link between the resources a company has internally and its competitive advantage 
(SCA).  The central premise of the theory is that if a company intends to effectively get to a state 
of quality and attractive competitive advantage, they must be in possession of and in control over 
valuable, inimitable, rare and non-substitutable (VRIN) resources and competences, coupled 
with these is that the company or organization (O) must be in a position to both absorb and apply 
them (Barney, 2012). This premise of the RBV is held jointly by quite a lot of connected studies; 
core competences (Hamel & Prahalad, 1994); the knowledge-based view (KBV) (Grant, 2014) 
and dynamic capabilities (Helfat & Peteraf, 2013).   
Based on the huge gaps that existed in the management field and could not be well articulated by 
the industrial organization (IO) view of Bain (1968) together with Porter (1979, 1980, and 1985); 
the RBV was introduced. The industrial organization focus was premised on the structure-
conduct-performance pattern and as a consequence, it was more inclined to the idea that 
businesses needed to look externally for performance catalysts. As a result, there existed certain 
paradigm gaps that RBV then was invented to fill with its idea of internal resources and view 
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that would help companies perform better and be more competitive.  It should be noted that the 
RBV was not meant to replace the IO but to complement the IO (Barney, 2012; Peteraf & 
Barney, 2013).   
Companies are viewed as objects with atom-like features that are purposed to acquire more 
profits as compared to other companies in the same market field. The RBV is predicated on the 
idea that companies are set up to maximize profits and are managed by rational managers who 
are not only reasonably predictable but progressive in their strategic thinking (Bromiley & 
Papenhausen, 2013; Leiblein, 2013). It admits that information on the future worth of a resource 
is unevenly and irregularly distributed. In the event that a company's managers can approximate 
the future worth of a resource better at the expense pf their competitors – or when they are 
ideally lucky – this offers their company with an edge that represents their effective SCA.  
Afterward, the growth of segregating apparatuses that avert other companies from competing in 
more-than-normal-profits offers the company with ex post bases of SCA (Rumelt, 1984). 
Understanding the focus of RBV on the resource inherent or acquired by company's significant 
component and its straightforward view of businesses as a pack of these possessions, the RBV is 
obviously reductionist. The RBV stands in contradiction of all-inclusive or up-and-coming 
theories that equate companies to organisms that have multifaceted feedback-controlled features 
focused on borderline maintenance.   
Attendant to its growth, the RBV has been expansively criticized by scholarship over a 
significant span of time. Some of the scholars have leveled criticism circuitously by offering 
alterations to the RBV (Foss, Klein, Kor, & Mahoney, 2010). There are also polemical research 
articles appraising and thus criticizing the RBV directly (Foss & Knudsen, 2013; Spender, 2012). 
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The reviews are understood within eight main categories: 1) The RBV lacks managerial 
inferences and suggestions; 2) The RBV suggests endless regress; 3) The RBV‟s functionality is 
too restricted; 4) SCA is not attainable and realizable; 5) The RBV cannot be said to be a theory 
of the business or entity; 6) VRIN/O is neither essential nor appropriate for SCA; 7) The worth 
of a resource is too unspecified to offer for valuable theory; and 8) The meaning of resource is 
impracticable. Others have however argued that the first five critiques are not exactly RBV 
threatening. They are improper or immaterial, or apply in only one instance where the RBV is 
assumed in its logical or unreasonable extreme; better delineating the RBV and its constructs can 
thus contain them. However, the last three critiques have been touted to provide more grave 
challenges that need to be considered if the RBV is to apprehend more fully its intention to 
explain SCA, particularly past predictable steady environments. News dissemination, product re-
innovation, technical investment and competitive strategy are resources that if harnessed can 
improve performance and this harnessing is the central thesis for the RBV theory.  
2.2.3 Dynamic Capability Theory 
The DCT was, to begin with, propagated by David Teece and Gary Pisano in 1994 who noted 
that, companies of the past were more concerned about a resource-based strategy of amassing 
valued technological properties, often earmarked by a self-protective approach to build the idea 
of intellectual property than a strategy to simply improve performance. 
In as much as the resource based view is taken as the go-to management theory it has been 
critiqued to be theoretically unclear and out of tune with the current and contemporary business 
environment, coupled with restrictive focus on the means by which resources really subsidize 
competitive advantage (Eisenhardt & Martin, 2000). These critiques are reinforced by Teece and 
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Pisano (1994) who argued that the basis of the resource based view is not proficient enough to 
support sustained competitive advantage. While the resource based view distinguishes the 
mechanisms that permit competitive advantage, it does not try to describe how these methods 
and apparatuses of business operations work (Teece et al., 1997). 
In its place, it was projected that competitive advantage would be accredited to those businesses 
that were capable of reacting speedily and compliantly to product re-innovation, while 
concurrently having the capability to manage company specific abilities and value in such a 
manner as to effectually synchronize and redistribute internal and external proficiencies and 
skills (Teece et al., 1997). This capability to accomplish new features of competitive advantage 
by being flexible and quicker in connecting and working with changing market situations is what 
Teece and Pisano (1994) called “DC‟s”.  
The DCT develops on two essential spectrums that were not espoused in other strategic 
approaches, like the resource based view; the first being the company‟s capacity to refresh 
significant competences in order to acclimatize to alterations in the business setting and the 
second being the capacity of strategic management to employ theses significant skills and 
competences to meet up effectively with the necessities of the business setting (Teece et al., 
1997). Consequently, as a result of the fact that the resource based view gives an explanatory gap 
as to the general operations and performances of companies and why and sustained competitive 
advantage is achieved, The DCT remains a viable option (Eisenhardt & Martin, 2000). 
Considering the above-mentioned arguments, DCT attempts to grow the resource based view by 
trying to expand the RBV theory by describing the nature and scope of sustainable competitive 
advantage, while also planning to form a basis for managerial practices (Teece et al., 1997). 
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Essentially, the DCT attempts to argue for the employment of unique competences that are 
particularly unique to businesses intending to acquire  competitive advantage and elucidates how 
these competences are advanced, organized and protected (Teece et al., 1997).  
Originally, the term DC was explained as a business‟s capacity to assimilate, build, and 
reconstruct internal and external capabilities to address swiftly changing company settings” 
(Teece et al., 1997). The approach considers three classes of determinants that aid in describing 
where competitive advantages originates, that is; processes, which explain the way tasks are 
accomplished in an organization: positions, that denote the kinds of assets, and connections of an 
organization: together with paths, which denote the organization‟s strategic direction. 
Essentially, the buildup of competitive advantage and DC‟s is accredited to the procedures and 
developments of an organization, the positions its assets have coupled with its past and future 
paths or trends (Teece et al., 1997).  
The DCT intends to describe the methods via which competitive advantage is attained. Teece et 
al. (1997) contend that fruitful companies in the global market area are capable of timely 
receptiveness to market dynamics coupled with quicker product re-innovation. Furthermore, 
fruitful companies are capable of effectively collaborating, organizing and restructuring internal 
and external capabilities (Teece et al., 1997). The acumen to attain competitive advantage in this 
setting is stated to as the DC (Teece et al., 1997).  
The DC paradigm describes the significant means via which a company is capable of developing 
particular competences to be responsive to the changes in the market environment, positions, 
market processes and market opportunities (Teece et al., 1997). These three determinants 
become the central platform from where DC‟s can be explained. Processes cover the entire 
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actions of any organization and they are presented within three roles; coordination, 
reconfiguration and learning (Teece et al., 1997). Positions denote the particular endowments of 
technology, harmonizing assets, intellectual property customer focus, and its external links with 
suppliers and stakeholders that complement the services (Teece et al., 1997). Paths denote the 
strategic substitutions present in the target company; these are explained by path anchorage and 
technological opportunities hence its relevance to the present study.  
2.3 Empirical Literature Review 
This section will look at studies done by other researchers; methodologies used and identify the 
gaps that exit in their research.  
2.3.1 News dissemination and Media Performance 
From the outset, to many, ICT mechanisms that lead to digitization of any form is seen as more 
of a merging of notable technologies as opposed to a method or apparatus that can aid in 
transporting, disseminating or conveying information that is both timely and relevant (Adigwe, 
2010). One notable influencer of the digital migration aspect on the gathering of important news 
simply excludes a sole consideration of quality and also looks considers the ushering in of 
invention, innovation and dissemination of data, here, via electronic means.  
 
Change-de Liu (2012) in his seminal work on de-skilling effects on Journalists looking at 
digitization technology and the labour process and using qualitative methods to analyse his study 
based on a study done in Taiwan found out certain salient issues that would be helpful in 
understanding digital migration and its ushering of better news dissemination. He found out that 
the digitization process improves news reporting and dissemination; more so, he defined his 
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construct by saying that news reporting denotes the creative act of transmitting and giving out 
the news message to the target audience. Again, Chan-de Liu (2012) further elucidates that the 
digitization process has created a desirable situation where the exchange of ideas, (in the format 
of reporting) and its link to relaying makes the reception of information easy and effortless.  He 
contends that the idea of participation that allows for reasoning and trust, permits the reduction 
of social distance between the communicators and those who later receive the information; 
between, for instance, teachers and students, leaders and followers which then allows for a more 
effective exchange of ideas.   His study also asserted that immediacy coupled with timeliness 
constitute one of the problematic features which then digitization process in news reporting and 
dissemination can cure. It is important to note that the digitization mechanism have had a superb 
and incredible influence on how speedily news content gets to the target audience. In the past, 
audience chiefly banked on newspapers for current and contemporaneous events and 
broadcasters to gather and relay information or news after a day via special editions. Currently, 
the digitization migration has made it even more effortless to present information in real time, 
bring up-to-date the breaking news and happenings contemporaneously.  It should however be 
noted that there is a huge research gap as far as linking digital migration to the performance of 
media houses and particularly linking news dissemination occasioned by the migration to 
performance and this study hopes to add more knowledge to this factor.  
 
Moreover, Adigwe, (2010) doing a descriptive survey study on “the impact of information and 
communication technology on news processing in Nigeria” and targeting media houses found out 
that digitization technologies have drastically altered the world in all spectrums of life. He 
further found out that the ability of digitization technologies in the reduction of manual 
mechanisms in building and progressing the development of the media has increased 
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tremendously. For this reason, digitized technologies bridge the restraints of remoteness and time 
by probably ushering in news sources even quicker and closer by the news gatherers and 
reporters taking to the audience. What the study further implied is that digital migration in 
Nigeria was bound to usher in a new dawn in the creativity of news dissemination by enacting 
effective, top-notch and efficacious news gathering and dissemination to a broader spectrum of 
audiences while at the same time offering them varied and wide range of channels. How all these 
benefits and mechanisms influence the performance of the media houses was not considered in 
this study and further the study mainly looked at digitization as a purely ICT construct and not 
digital migration as envisioned in the Switzerland protocol which was meant to completely 
revolutionize news dissemination. This study fills those gaps by linking news dissemination to 
performance of the media house and looking at such dissemination under the auspices of digital 
migration proper.  
 
Garrison (2000) speaking on the integration of online information technologies in newspaper 
printing companies using qualitative analysis defends the profusion of online content and 
amenities in news reporting and proclaimed that digital migration could precipitate a greater 
productivity and effectiveness at a much-reduced price. Consequently, the high urbane 
equipment employed in footage, editing and relaying of news offers front-line facilities to the 
broadcast sector. Correspondingly, computers and computer networks have now been integrated 
in the newsroom for news dissemination. Garrison (2011) asserted that further, internet 
technologies are most frequently integrated in newsroom as it enables electronic mail, bulletin 
board platforms, file transfer protocol audio spilling, audio and video conferencing, internet 
telephony and push technology. Of course, his study did not consider the issues of digital 
migration and its influence on performance.  
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Gilroy (2013) in a study in Nigeria argued that the quick stride of technological developments, 
counting the various shifts from voice transiting to data, from wire-line transiting to wireless and 
from copper transiting to fiber are re-inventing the scope and range of the telecommunications 
coupled with the media markets thus vividly transforming the marketplace and consequently 
improves the performance of any organization. Therefore, in general terms, digital migration that 
allows for a fine tuning of broadcasting capabilities if well-structured can improve performance 
(Muvaka, 2011; Tabu, 2014; Obiero, 2016).  
Obiero, (2016) asserted that the switchover is seen as great move for consumers as they 
anticipate a wider choice of TV channels with better sound and picture quality and could thus be 
indicative of potential successful performance. However, high cost Set Top Boxes remain a 
hindrance to such performance. The fact that digital migration may not necessarily offer 
immediate desirable performance indicators is worrying as on the other hand, digitization of the 
media may be a headache for marketers/advertisers as immediate decline in TV viewership is 
expected due to the unaffordable Set Top Boxes and audience fragmentation due to wider choice 
of TV channels (IPSOS Survey 2015). In fact, marketers are likely to be more cautious in their 
spending on Television as a medium of communication with their target market due to the above 
reasons (IPSOS Survey 2015).  
Tabu, (2014) noted the however, digital migration has permitted creative news dissemination and 
better competitive strategy. Muvaka (2011) on his part noted that digital migration has ushered in 
product re-innovation and technical investments that overall can spur growth in the media 
houses. However, how far these factors precipitated by digital migration have influenced 
performance of media houses using both the financial and non-financial measures have not been 
investigated in Kenya.  
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2.3.2 Competitive Business Strategy and Media Performance 
A competitive business strategy signifies plans that a company invents, reviews and employs so 
as to accomplish the desired goals of the said company. The targets and means are understood 
contextually, as they depend on the different environments companies find themselves in 
(Barney 2012). From a macroeconomic viewpoint, every company develops, processes and 
maintains a level of performance that lends itself to the growth of the Gross Domestic Product 
(GDP), employment options and chances together with the wealth base of the nation‟s citizens. 
From an entrepreneurial viewpoint, any company that exists seeks to develop its competitive 
strategy so as to achieve profitability and market share goals. The accomplishments of a 
competitive company are thus measured financially via objective and non-financially via 
subjective standards. Objective criteria comprise of return on investment, profit, market share 
and sales growth, while subjective criteria comprise of improved standing with customers, 
competitors, and suppliers, and developed quality of delivered services (Barney 2012).   
Barney (2012) in his study on “Gaining and Sustaining Competitive Advantage” discusses four 
aspects to quantify the company‟s competitiveness and its competitive business strategy. These 
measurements are stakeholder method, company's survival techniques, simple accounting 
procedures, and accustomed accounting procedures. Feurer and Chaharbaghi (1994) on their 
part, measure competitiveness illustratively by the capacity to gain initial capital, profit and 
liquidity position explained by level of cash flow. Soliman (1998) goes further to offer, quality, 
service Porter (1985) asserted that that a company goes through effective competitiveness and 
acquires a competitive advantage and shows its effective competitive business strategy as soon 
as the company activities, plans and outcomes are different from competing companies.  
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Christensen (2011) indicates that a company has competitive business strategy when it possesses 
the mechanism to get out of the way competitors by getting better favors from customers.   
Barney (2012) in the above-mentioned study done in the USA and its entrenched market 
describes the idea that accompany operates through a competitive parity only in the event that 
the company is able to produce products and services that add economic value and can be 
measured in other companies applying similar traits and whose intention is to increase the returns 
due to their shareholders. Nevertheless, enhancing short-term profitability does not unavoidably 
guarantee optimum shareholders returns as shareholder value signifies the net present value of 
anticipated future incomes. One of the procedures that replicate the shareholders return is the 
notion of the Balanced Scored Card (BSC) as construct and predictor of any company‟s 
competitive advantage.    
As earlier argued, the resource-based theories of strategy present a new frontier in explaining 
management practices and performances, not to mention competitive advantage and the works of 
Penrose have been the anchorage polemic and thus very influential (Rangone 1999). While 
Porter (1980) envisioned that competitiveness of the company be understood as an outcome of 
the position the market has taken, resource-based scholars have maintained that in better 
performing companies and industries, the main predictor of such a performance is core 
competencies. Core competencies present the coordinated, collected memory of a business 
characterized by the sole purpose and thus work of any company and acquiring the necessary 
production and service skills using whatever form of technology to meet the required tasks 
(Prahalad and Hamel, 2010). This for media houses would mean that for them to improve their 
performance they have to concentrate on their core-competencies which is the gathering and 
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dissemination of news and digital migration helps them to do a better job at it and is thus 
assumed such migration would have a positive influence on their performance.  
Prahalad and Hamel (2010) performed a qualitative study predicated on the title “Core 
Competence of the Corporation” which was published extensively in the Harvard Business 
Review and generally looked at the resources, competences and proficiencies of the company as 
the deriver of competitive business strategy as opposed to the environment, just like the 
traditional approach. On the other hand, Penrose (1959), in her work titled „The Theory of the 
Growth of the Company is often noted to have devised the idea of the resource-based view of the 
firm.  
A study of the media companies in the Netherlands espoused a resource-based viewpoint to 
classify the origins of competitive business strategy in a selection of 68 companies representing 
broadcasting and newsprint service companies (Tilley and Tonge2013). According to this study, 
“front runners” were differentiated from “back members” in the manner in which they choose to 
collect three sets of capabilities: market, organizational and technological. The study highlighted 
the place that digitization plays in improving competitive business strategy focus and how it can 
in turn improve performance. Of course, the study was done in a developed country with high 
levels of digitization as opposed to a country like Kenya which is still getting its hand on 
digitization, hence the necessity of the present study.   
2.3.3 Product Re-innovation and Media Performance 
Under contemporary business circumstances, innovation happenings are measured as the 
powerful force that business success and general economic development is hinged on (Wolff & 
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Pett, 2012). Consequently, available literature often presents as highpoints the happenings like 
the ones precipitating the progress of enterprises. Large and private companies offer a strong 
boost to employment and developmental growth exactly due to their innovation actions (Keizer 
et al., 2012). Consequently, it is in the interest of both individual companies and the economy 
holistically to invent advantageous conditions for the application of technological innovation 
actions.   
Product re-innovation is a chief determinant for a company‟s competitiveness and growth. 
Product re-innovation cannot be ignored particularly for a business whose main interest is to 
have sustainable competitive advantage and wishes to creatively and sustainably enter into the 
fresher markets available (Becheikh et al. 2012). Amid companies of diverse proportions and 
shapes, the media sector is generally more flexible. It is able to adapt itself better, easily develop 
and implement new product ideas. According to Wolf and Pett (2012) they can do this if they 
digitize their operations and technology.  
Reid (2013) in his cogent, adaptive and nationwide outline of the media sector in the UK that 
was premised on technology and product re-innovation (which investigated 28 media firms 
drawn equally from across the country) found out that while digitization and its attendant 
innovation were important for media houses, suppliers and customers were important particularly 
when considering the technical capabilities a media house wants to adopt. Ussmanet al. (2011), 
in a study investigating the media sector in Portugal found out that the media there was not 
solely dependent on internal sources but were also concerned with the external environment and 
tailor-made their innovation processes to suit the environment.  
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Hoffman et al. (2010) on their part, and predicated on a survey of qualitative studies relating to 
Europe, observed from their findings that many companies considered internal factors of 
management and others to form the unifying factor for successful organizations and were 
concerned about whether product re-innovation had a positive influence on the success or failure 
inherent in external factors. Overall, the examined investigations have underscored the 
significance of internal together with external determinants as the catalyzing force of innovation. 
However, the said studies did not consider how product re-innovation influences overall 
performance of the media house thus creating a gap in that front.  
Vonortas and Xue (2013), in their process of appraising  the product re-innovation of smaller 
media houses in Sub-Saharan countries, observed that economic incentives, internal resources, 
and digitization like the digital migration process coupled with organizational proficiencies 
which a media house has industrialized or amassed in the span of time together with the firm‟s 
connection to outward sources of knowhow for understanding deeply the fresh technological 
innovation constituted the chief avenues that drove these companies in integrating product re-
innovation and the event they maintained it, they would improve their competitiveness. The 
study however did not consider the dependent variable of performance which of course, has 
different measures to competitiveness.  
Danneels and Kleinschmidt (2011) taking of product inventions and innovation asserted that 
markets and technology were the twin factors that forged a unified product mix ripe for re-
innovation.  They argued that product re-innovation must be underscored within the auspices of a 
consistent digitization process and linked to customers (permitting the company to serve 
convinced customers). The aforementioned studies powerfully designate the idea not internal 
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competence inherent in the company nor customer necessities solely will direct a company to 
involve itself with product re-innovation. Product re-innovation will arise only when a digitally 
knowledgeable media house is able to classify and respond to customer desires by growing 
and/or refining products/services.   
2.3.4 Technical Investment and Media Performance 
Notwithstanding the huge repository of research that speaks on the linkage connecting company 
performance and technical investment (Qian and Li 2013) a creative element on the linkage is 
still needed (Siqueira and Cosh 2010). The manner and procedure via which technical investment 
is ratified in smaller media houses for instance varies from the way they are steered in larger 
media houses (Siqueira and Cosh, 2010). The developmental effect linked to technical 
investment is derived from three input structures: digital migration, R&D, together with a cohort 
of competitive edge experience (Romano 2009). Vertically integrated company constructions 
exemplify innovation actions that are internally-based, while fresher forms of organizational 
structures are more unsolidified and exposed. Thus, fresher structures permit the adoption of 
internal and external sources of technical investment (Siqueira and Cosh, 2010).  However, 
studies of technical investment in media houses in developing countries are still few as compared 
to similar studies looking into media houses in developed countries (Vermeulen et al. 2005).   
Media houses have amassed significant resources; however, they are not in possession of 
resourcefulness that significant media houses that have been compensated for by digital 
migration, suppleness, dexterity, and technical investment have (Qian and Li 2013). This is the 
reason why studying media houses‟ performance in various settings becomes a central concern 
when addressing the topic of technical investment (Wolff and Pett, 2012).   
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Empirically, Lehtimaki (2011) observed looking at Egyptian broadcasting stations that on the 
whole, the influence of technological innovated fresh products and investments was 
characteristically based more on total sales and not significantly to profits. Lumiste et al. (2004) 
whose study was based completely on product innovations and technical investments in 
developed countries like German, Norway and UK TV stations, got aware that the yield of 
innovative TV stations progressed significantly quicker as compared to that of those who did not 
innovate suggesting that products that eventually got innovated produced speedier development 
of the former and that when they put in the money in digitization they were bound to of course 
incur initially huge costs but improve their performance in the long run.  
In the event that media houses manage to get their quality up, reduce costs, develop product 
features and shapes, get more products in their shelves and increase the quantity of innovated 
products which would then increase sales and profitability by transiting to digitalization; would 
that mean that they would then transit to better sales, profitability, market share and overall 
business growth? Basically, does technical investment foster a positive outcome to media house 
outcomes directly? Based Hoffman et al. (2010) assertion, the massive experiential studies on 
technical investment in media companies have not investigated exhaustively the connection 
between technical investment and media company outcomes and results. Roper (2013) likening 
the technical investment strategies of UK, German and Irish media houses, asserted that there 
exists a sturdy link between technical investment and revenue progress. However, Edwards et al. 
(2011) contended that progress of business in terms of outcomes is not essentially reliant on the 
forces accredited to „technical investment. Ideally, they additionally asserted that this is not by 
itself a statement saying that technical investment misses to contribute to positive results; 
somewhat, however, studies must be done to develop approaches to evaluate the relationship.   
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Danneels and Kleinschmidt, (2011) postulated that innovative outcomes offer sustainable 
opportunities for business as regards the growth and development into fresh and unchartered 
areas inasmuch as they did not investigate the link between technical investment and business 
performance. Lumiste et al. (2004) observed from their studies that technical investment aided 
Estonian media houses to advance their performance as regards their range of diversification and 
market share of the products together with the services.  However, they did not study whether the 
size of those media houses changed over time.   
However, all of these studies are linked to developed nations and consequently their application 
to a developing country like Kenya might be questioned. Two empirical studies on Kenyan 
media houses conducted in this decade have significant significance in this case. One is the Tabu 
(2014) study on consumer attitudes of the migration from analogue to digital which has already 
been reviewed previously together with the much recent work by Obiero (2016) on digital 
migration on consumerism also previously reviewed.  
2.4 Summary and Research gaps 
Notwithstanding the huge repository of research that speaks on the linkage connecting company 
performance and technical investment (Qian and Li 2013) a creative element on the linkage is 
still needed (Siqueira and Cosh 2010). The way in which digital migration is enacted in smaller 
media houses for instance differs from the way they are conducted in larger media houses 
(Siqueira and Cosh2010). 
On the Kenyan front, there exist very huge gaps in studies seeking to link digital migration to 
media house performance. Tabu (2014) did a study titled „consumer attitude towards analogue to 
digital migration of television broadcasting technologies in Nairobi County’. In his study, he 
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found out that consumers would prefer an improved version of broadcasting operations and TV 
options occasioned by digital migration. He also found out that digital migration creates 
opportunities for product re-innovation and technical investments which would then have an 
impact on consumer attitudes. His study however showed significant gaps. One, his study was a 
cross-sectional study that looked at consumer attitude which does not say much about the 
performance of media houses like this study will do. Secondly, the study dealt extensively on 
analogue format and mentioned digital migration almost in passing. Thirdly, the study measured 
consumer attitude which studies show (Pearce and Robinson, 2011; Porter, 2010) is difficult to 
measure as no exhaustive measures exist as opposed to performance which this study hopes to 
measure.  
 
Finally, a much recent work was done by Obiero (2016), on the effect of digital migration on 
television programming and content development in Kenya being a case of Kenya Television 
Network (KTN). The study found out that digital migration has exhibited positive TV 
programming and content outcomes. However, outcomes of performance like profitability, 
Return on Investment, Return on Assets and customer satisfaction were not investigated and 
looking particularly at digital migration variables of news dissemination, competitive business 
strategy, product re-innovation and technical investments and how they have influenced 
performance of the media houses. This study thus hopes to fill the gap by investigating the 
influence of digital migration on performance of media houses.  
2.5 Conceptual Framework 
For this study to effectively effect of digital migration on the performance of media houses in 
Kenya conceptual framework (Figure 2.1) will be used to graphically demonstrate the 
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relationship between digital migration and performance of media houses. This proposal has 
adopted a conceptual framework with the following as the independent variables: news 
dissemination, competitive business strategy, product re-innovation and technical investment. 
The dependent variable for this study is performance of media houses in Kenya while the 
mediating variable is government policy.   
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Figure 2.1- Conceptual Framework 
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2.6 Operationalization of Conceptual Variables 
Independent variable- Challenges  
 
 
                                                                                                         Dependent variable  
 
 
 
 
 
 
 
 
 
Fig 2.2 Operationalization of Variables 
 
The operationalization of variables presents a conceptual link between the independent variables 
and their measurements. Of course, the independent variables are assumed to have a link with the 
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 Availability of Strategic plan 
 Implementation measures on 
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 Competitiveness index 
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Technical Investment  
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Product re-innovation 
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 Level of Product redesign 
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 Return on Assets 
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dependent variable which is performance which is measured by considering profits, ROI, ROA, 
market share, sales growth and owner satisfaction 
Table 2.3 Operationalization of Variables 
Objectives Measures Data Collection Measuring 
Scale 
Level of Analysis 
H01: News 
dissemination does 
not have a significant 
effect on performance 
of Royal Media 
Services 
 
 Information and news 
format 
 Available news channels 
 Feedback on news quality 
 
Questionnaires  Nominal  
 Ratio 
 Count 
 Percentage 
 Mean 
 Standard Deviation 
 Correlation  
 Regression 
 Narrative Analysis 
H02: Competitive 
business strategy does 
not have a significant 
effect on performance 
of Royal Media 
Services 
 
 Availability of Strategic 
plan 
 Implementation measures 
on strategy 
 Competitiveness index 
 
Questionnaires  Nominal  
 Ratio 
 Count 
 Percentage 
 Mean 
 Standard Deviation 
 Correlation  
 Regression 
 Narrative Analysis 
H03: Product re-
innovation does not 
have a significant 
effect on performance 
of Royal Media 
Services 
 
 Number of new 
products 
 Level of Product 
redesign 
 Types of products 
 
Questionnaires  Nominal  
 Ratio 
 Count 
 Percentage 
 Mean 
 Standard Deviation 
 Correlation  
 Regression 
 Narrative Analysis 
H04: Technical 
investments do not 
have a significant 
effect on performance 
of Royal Media 
Services 
 
 Cost of investment 
 Tasks of the investment 
 
Questionnaires  Nominal  
 Ratio 
 Count 
 Percentage 
 Mean 
 Standard Deviation 
 Correlation  
 Regression 
 Narrative Analysis 
Performance  Sales Growth 
 Market Share 
 Profits 
 Owner Satisfaction 
 Return on Investment 
 
Questionnaires  Nominal  
 Ratio 
 Frequency 
 Descriptive 
 Correlation  
 Regression 
 Narrative Analysis 
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2.7 Chapter Summary 
 
This chapter presented a review on the literature on the study which includes the theoretical 
perspective of the study, the theories guiding the study and the competitive strategies which have 
been used by different organizations for effective performance. 
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CHAPTER THREE 
RESEARCH METHODOLOGY 
3.1 Introduction 
This chapter looks at the methodology that was utilized in treating the study from research 
design, target population right to the sampling. It also highlights the information on data 
collection procedures, methods and tools. The chapter also presents the validity and reliability 
tests coupled effectively with the data analysis apparatuses used and the ethical considerations.  
3.2 Research Design 
The study adopted descriptive research design which, according to Kothari (2011), is organized 
to scrutinize a number of logical sub-units or units of analysis within organizations or 
institutions. Morris and Wood (2011) acknowledge the necessity of descriptive design 
particularly when the resolve is to attain a more comprehensive consideration of the context of 
the research and methods being ratified. Further, they argue that the design has substantial ability 
to produce answers to the questions of „why?‟ and of course „what?‟ and „how?‟ questions.   
Fundamentally, descriptive research is used to answer descriptive research queries that are 
presented as what is happening? How is that thing happening? Why is the thing happening? 
moreover, according to Cooper and Schindler, (2012) descriptive research puts emphasis on the 
why and what questions.  This design was thus chosen because it applied closely to the study. 
3.3 Target Population 
Target population is the real population about which data is awaited. According to Ngechu 
(2011), a population is a distinct set of respondents or set of persons, services, rudiments, 
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proceedings, group of measurements or family unit that are being investigated. Thus, the target 
population of this study consisted of all employees at Royal Media Services Limited, Head 
Office based at Communication Centre, Nairobi County. The numbers of employees were two 
hundred and sixty-eight (268). Comprising of forty (40) at the senior management level, hundred 
(100) at middle management and a hundred and twenty eight (128) at lower management level.  
The table below shows the distribution and the population by dependents/groups. 
 
Table 3.1 Target Population for RMS staff 
Departments  No. of Staff 
MDs Office 3 
Programs Division  89 
Technical & Editorial Division  69 
ICT Division  31 
Finance Division  9 
Human Resources &Admn. Division  8 
Commercial Division  59 
Totals  268 
 
3.4 Sample and sampling procedures  
Ngechu (2011) emphasizes the inevitability of selecting a clear and demonstrable sample through 
devising a sampling frame. From the population frame the mandatory number of research foci, 
respondents or departments were derived so as to make a sample. The sampling frame for any 
likelihood sample is a wide-ranging list of all the items in the population via which a sample is 
gotten (Saunders et al., 2013). A sample is a smaller and more reachable sub-section of the 
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population that satisfactorily characterizes the all-encompassing group, thus allowing a 
respondent to give precise (within satisfactory limits) image of the population as complete entity, 
with respect to the exact features of interests of the study.  
The sample size for the study was 81 employees who were selected by use of proportionate 
stratified random sampling method from the senior management, middle and lower management 
cadre in at RMS. A sample of 1 was selected from MDs Office, 27 from Programs Division, 21 
from Technical & Editorial Division, 9 from ICT Division.3 from Finance Division, 3 from 
Human Resources & Administration Division and from 17 Commercial Division. A sample size 
of 30% of the population was considered adequate to make inference about the entire population 
(Kothari, 2004). 
Table 3.2 Sample Design 
Departments  Population  Percent  Sample Size  
MDs Office 3 0.3 1 
Programs Division  89 0.3 27 
Technical & Editorial Division  69 0.3 21 
ICT Division  31 0.3 9 
Finance Division  9 0.3 3 
Human Resources & Administration Division  8 0.3 3 
Commercial Division  59 0.3 17 
Totals  268 0.3 81 
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3.5 Data Collection, Instruments and Procedure 
This study employed the use of questionnaires as data collection instruments to gather the 
requisite information on digital migration and how they influenced media house performance. 
Questionnaires are what are called primary sources of data and as such the study will use it to get 
data from the real respondents on the ground.  
The study employed questionnaires as data collection instrument. The researcher used a five-
point Likert scale attitudinal questionnaire to gather the required information from the media 
house employees at Royal Media House. The first section was on the demographics followed by 
section B on performance, section c on news dissemination, section D on competitive business 
strategy, section E on product re-innovation and section F on technical investment. A 
questionnaire is a research tool that collects data from a fairly large sample (Kombo 2010). The 
questionnaire is the most fit research tool as it licenses the researcher to collect relevant and 
appropriate data from a large sample with diverse backgrounds; the findings continue to be both 
private and confidential, saves quality time and as they are accessible via a paper format there 
are no occasions for substantial bias. The questions had open ended questions that allowed for 
qualitative analysis. 
3.6 Pilot Study 
A pilot study to test for both validity and reliability of the instruments was done at the Kenya 
Television Network (KTN) and targeted 26 staffers which was 10% of the target population of 
the proper study. Their results were used to revise the instruments and check for consistency of 
the items in the instruments.  
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3.6.1 Validity of the Instruments 
Validity shows the extent to which the research instruments quantity the construct that is 
intended for measurement (Kothari, 2011). For the present study, content validity was most 
applicable for our current investigation as the study sought to find out with how effectively the 
content of the instrument sampled the categories of aspects about which inferences were to be 
made. Joppe (2012) further contends that content validity denotes the extent to which a number 
(quantity) characterizes all features of a given social pattern. To thus establish content validity of 
this study‟s instruments, two experts on the topic from the media industry scrutinized the content 
of the instruments and offerred expert advice to the researcher on the content validity. Their 
feedback was used to revise the instruments.  
3.6.2 Reliability of the instruments 
Reliability denotes the actual extent to which the measuring instruments delivers consistent 
outcomes (Kothari, 2011). To establish reliability of research instruments the Cronbach‟s 
coefficient alpha was used. Kothari (2011) argues that any score above 0.7 is deemed reliable 
and for this study a figure of 0.722 stood. The higher the number of items in the instrument; the 
higher the chances of procuring dependable estimates of reliability of the data (Kothari, 2011). 
3.7 Data collection  
The researcher secured a research permit and authorization  letter from  Royal Media services 
headquarters in Nairobi before  proceeding  to  the  field  for  data  collection.  The researcher 
then personally visited RMS and administered the questionnaires through a drop and pick later 
method.  The researcher later scrutinized and analyzed relevant documents to ascertain their 
credibility.   
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3.8 Data Analysis and Presentation 
Quantitative data was analyzed using descriptive analysis using the statistical tools of 
percentages and frequencies, means and standard deviations. This quantitative mode of analysis 
was used on the study variables of news dissemination, competitive business strategy, product 
re-innovation and technical investments as measured using the Likert scale questionnaires (See 
appendix 1). Qualitative data gathered from open ended parts of the questionnaires were 
transcribed, organized into sections,  sub  sections  and  themes  as  they grew  from  the field  
and  written in narrative  form  where quotes from people  were written according to the, 
features,  themes and objectives of the study.  Data that was, on the other hand, analyzed 
descriptively was presented in tables because they gave a systematic record of analysis in an easy 
to comprehend format. The Statistical Package for Social Science (SPSS) software aided in data 
analysis. Both correlation and linear regression analyses were used to test for both relationship 
and predictor element for the independent variables and the dependent variable respectively. The 
research hypotheses was tested by examining both the R values from the correlation results and 
the P-value from the regression coefficient results and consequently either accepted or rejected.  
Regression Model 
уod = α + β1 (X1) + β2 (X2) + β3 (X3) +β4 (X4) + e 
Where the variables are defined as: 
Уod-Performance 
X1- News dissemination 
X2-competitive business strategy 
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X3- product re-innovation 
X4- Technical investments 
e- Error term 
3.9 Ethical considerations 
McNamara (2004) highpoints some moral concerns that were considered before undertaking on 
research.  
Confidentiality  
The responses from the respondents were kept under stringent confidentiality and were thus not 
shared without substantial permission from the company.   
Voluntary Participation 
The respondents were asked to voluntarily participate in the research and their ability to pull 
back from the study voluntarily likewise guaranteed. 
Privacy 
The respondents‟ privacy were respected and they were asked not to sign their names on the 
questionnaires.  
Anonymity 
To meet the necessities of anonymity, the respondents were requested not to sign or give names. 
The surveys were kept under the protection of the researcher alone. The results of the study won't 
be shared by the researcher to anybody except the researcher's supervisors and just in a bid to get 
direction and guidance relevant to the study. 
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Informed Consent 
The nature and reason for the study was disclosed to the respondents by the researcher to placate 
any worries of other underhanded motives other than a purely scholarly research. 
3.10 Chapter Summary 
This chapter considered the methodology used. It discussed in detail the research design, the 
target population and the sampling procedures and size. It has also presented the data collection 
instruments, their test of validity and reliability and the data collection procedures. The methods 
of data analysis were considered, together with the operationalization of study variables and the 
ethical considerations.  
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CHAPTER FOUR 
FINDINGS AND DISCUSSION 
4.1 Introduction 
This chapter presents the findings and discussion of the digital migration and performance 
findings.  This chapter is alienated into the subsequent sections: General characteristics of the 
respondents; performance; news dissemination; competitive business strategy and performance; 
product re-innovation and performance; and technical investments and performance. It also 
offers both the correlation and regression analyses.  
4.2 Response Rate 
The study sought to get responses from 81 respondents, however only 78 gave their full 
responses signifying a 96.2% response rate which is acceptable according to Kothari (2004).  
4.3 General characteristics of the Respondents 
The study was made relevant through responses by major RMS staff who were crucial in 
evaluating effects of digital migration on the performance of media houses in Kenya. As 
mentioned earlier, there were 78 respondents filling all the questionnaires. Consequently, the 
RMS staff were asked to give general information concerning their background and 
demographics.  
4.3.1 Gender Distribution of Respondents 
The staff were requested to offer information on their gender distribution. The response is as 
seen in table 4.1. 
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Table 4.1 Gender Distribution of Respondents 
Category Count Percentage 
Male 
Female 
Total 
50 
28 
78 
58.3% 
41.7% 
100.0% 
 
From table 4.1 it is apparent that majority at 58.3% were male while only 41.7% were female. 
This suggests that the staffing situation at Royal Media Services had more males than female and 
was thus somewhat male dominated.  This is of course a positive indication of an influx of 
female managers in the media fraternity. This is supported by Mugo (2012) who argued that it 
had become rare to get female managers and CEOs in in the media fraternity because the 
business had been overtime male dominated at least in its management levels. However, from 
this result, the assertion by Muvaka (2011) could well be true that the female employees and 
customers in the media business are gaining significant ground.   
4.3.2 Age Distribution of Respondents 
The respondents were asked to give their responses about their age distributions, the results is as 
seen in Table 4.2 
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Table 4.2 Age Distribution of Respondents 
Category Count Percentage 
18-25 Years 
26-35 Years 
36-45 Years 
46-55 Years 
Over 55 Years 
Total 
9 
25 
28 
9 
7 
78 
8.3% 
35.0% 
41.7% 
8.3% 
6.7% 
100.0% 
 
 
From the table, on the age of the respondents, majority at 41.7% were aged between 36-45 years 
followed by 35.0% between 26-35 years, 8.3% for those between 18-25 years and 46-55 years 
and only 6.7% over 55 years of age. This is an indication that majority of respondents were 
sufficiently exposed to questions about effects of digital migration on the performance of media 
houses in Kenya taking special focus on Royal Media Services. Further it supports the assertion 
by Obiero (2016) that in any research it is vital to the reliability of research to have a wide range 
of ages within a respondent category.  
4.3.3 Level of Education and Work Experience  
According to Nickson (2013), the attainment of necessary education is imperative so as to 
acquire the prerequisite knowledge, training and skills for quality work.  Additionally, the RMS 
staff had served for varied number of years at their businesses. The result is as seen in Table 4.3. 
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Table 4.3 Level of Education * Level of Experience Cross tabulation 
   Level of Experience 
Total 
   Below 1 
year 
1-5 
years 
5-
10years 
Over 10 
years 
Level of 
Education 
 Diploma Count 0 2 2 5 9 
% within Level of 
Experience 
.0% 11.1% 8.3% 9.7% 8.3% 
% of Total .0% 1.7% 1.7% 5.0% 8.3% 
Degree Count 0 2 14 20 36 
% within Level of 
Experience 
.0% 11.1% 66.7% 77.4% 55.0% 
% of Total .0% 1.7% 13.3% 40.0% 55.0% 
Masters Count 7 11 5 2 23 
% within Level of 
Experience 
62.5% 77.8% 25.0% 3.2% 26.7% 
% of Total 8.3% 11.7% 5.0% 1.7% 26.7% 
PHD Count 5 0 0 5 10 
% within Level of 
Experience 
37.5% .0% .0% 9.7% 10.0% 
% of Total 5.0% .0% .0% 5.0% 10.0% 
Total Count 12 15 21 30 78 
% within Level of 
Experience 
100.0% 100.0% 100.0% 100.0% 100.0% 
% of Total 13.3% 15.0% 20.0% 51.7% 100.0% 
 
From the Table, it is plain that majority at (55.0%) were undergraduate degree holders, 26.7% 
were master‟s degree holders, 10.0% were PHD holders and only 8.3% had diplomas. This 
suggests that there had been exertions by the RMS staff to get more knowledge. Consequently, 
the staff with qualifications above the first degree had more know-how compared to the others 
and it is thus assumed that they would offer better services. Also, we can deduce that the 
respondents had a thirst to extend their studies and thus become more fit for the job market that 
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is constantly changing (Mullich, 2010). Furthermore, the fact that a significant many of the staff 
had degree qualification and above suggests that they were competent to dependably answer 
questions about effects of digital migration on the performance of media houses in Kenya. 
As regards their work experience, it is clear that majority at 51.7% had worked or engaged in 
services at RMS for over 10 years, followed by 20.0% who had worked for between 5-10 years, 
15.0% for between 1-5 years and 13.3% for below 1 year. This implies that majority of 
respondents were meaningfully experienced. The level of experience designated above is 
noteworthy as Lumiste et al, (2004) had asserted that the dependability and credibility of the data 
collected in any research work is predicated by the significant number of years a respondent has 
given to any business.   
4.4 Performance 
The construct of performance constituted the dependent variable and was thus measured using 
responses on the Likert scale. The results are as seen in Table 4.4 
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Table 4.4 Performance of RMS 
 SA A N D SD Mean StD 
 F % F % F % F % F %   
Since the inception of 
digital migration, we 
have had an increase in 
sales growth 
15 20.0% 32 48.3% 10 10.0% 11 11.7% 10 10.0% 2.70 1.0 
Since the inception of 
digital migration, we 
have had a markedly 
high increase in 
market share  
13 16.7% 30 45.0% 11 11.7% 17 21.6% 7 5.0% 3.05 .87 
Since the inception of 
digital migration, our 
profitability has 
improved  
9 8.3% 12 13.3% 11 11.7% 31 46.7% 15 20.0% 2.67 .83 
The owners are 
satisfied with the 
performance of the 
business since the 
inception of digital 
migration 
8 6.6% 17 21.6% 10 10.0% 30 45.0% 13 16.7% 2.87 .94 
Since the inception of 
digital migration, we 
have broken even and 
returned the cost of our 
investment 
9 8.3% 12 13.3% 13 16.7% 35 53.3% 9 8.3% 2.69 .74 
Generally, the growth 
of the firm has been 
steady and very 
satisfactory in terms of 
return on investment 
and sales since the 
inception of digital 
migration 
7 5.0% 17 21.6% 11 11.7% 30 45.0% 13 16.7% 2.5 .81 
 
From Table 4.4 it is clear that majority at 68.3% agreed that since the inception of digital 
migration, RMS had had an increase in sales growth. Only 21.7% disagreed and 10.0% were 
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neutral. This implies that digital migration had somewhat ushered in high sales growth mostly 
from advertising. Obiero (2016), had predicted this phenomenon when he argued that digital 
platforms would allow a robust restructuring of sales forces and capabilities for media houses 
due to their potential for speedy service. The available unpublished financial data of the 
company, which cannot be published because RMS is a private company and thus not legally 
obligated to share their financials, show that the company has increased its sales growth to over 1 
billion Kenya shillings. The secondary data also shows an increase in profits and a market share 
of 45% in its TV division.  
On whether, since the inception of digital migration, RMS had had an increase in market share, 
61.7% agreed, 26.6% disagreed and 11.7% were neutral. This again suggests a long-standing fact 
that RMS controls a huge share of the market and this result implies that digital migration had 
made it even more steady.  Chong (2010) had observed that an understanding of performance is 
multi-pronged and measures to ne added are market share, return on investment, sales growth, 
and of course profitability as accounting measures.  Additionally, determinants of performance 
like customer satisfaction coupled with non-financial accomplishments like market share are 
vital in the overall assessment of performance; particularly when one considers the privately-run 
companies. This is in line with the opinion of Zahra (2012) for instance, who argues that both 
financial and non-financial constructs are important in the assessment of organizational 
performance. The huge market share for RMS in this regard shows the marked influence of 
digital migration.  
When asked if, however, since the inception of digital migration, RMS profitability had 
significantly increased, 66.7% disagreed, 21.6% agreed and 11.7% were neutral. Clearly, 
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inasmuch as digital migration had ushered in high sales, that had not automatically translated 
into high profitability. It should be noted here that based on the documents reviewed, the RMS 
had been profitable still but not in the high 1 billion mark that the query in the present study 
required.  The lack of huge profits while sales growth was reported could be attributed to other 
factors like breaking even issues after investing in digital migration among others.  
 
Moreover, when asked if the owners were satisfied with the performance of the business since 
the inception of digital migration, 61.7% disagreed, 28.3% agreed and 10.0% were neutral. This 
is to be expected considering that the profits were not to an acceptable level. The high sales but 
unacceptable profitability is also an important element in performance measurement. Lumpkin 
and Dess (2012) asserted that it is necessary to appreciate the multidimensional aspect of the 
performance paradigm. This implies that any research that looks at performance simply as a 
single construct, for example profitability only, runs the risk of misrepresenting the actual 
theoretical understanding of performance and this result shows that the present study measured 
performance multidimensionally and owner satisfaction, which in this result is low, is one of 
those important measurements.  
 
The respondents were asked if since the inception of digital migration, RMS had broken even 
and returned the cost of investment, on this, 61.6% disagreed, 21.6% agreed and 16.7% were 
neutral. This gives the indication that the cost of procuring the digital systems was too high and 
inasmuch as there was agreement that the platform would inevitably improve performance, 
media houses were still trying to recoup their investment and clearly this investment still ate at 
their profits as the result has shown.  
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Finally, the respondents were asked if generally, the growth of the firm had been steady and very 
satisfactory in terms of return on investment and sales since the inception of digital migration 
66.7% disagreed, 21.6% agreed and 11.7% were neutral. This implies that digital migration had 
not exactly reached that desirable level where it could be said that it had increased the overall 
performance of the business, but it was on its way to. The result also lends credence to what 
Chong (2010) further observed that an understanding of performance is multi-pronged and 
measures to ne added are market share, return on investment, sales growth, and of course 
profitability as accounting measures. Improved market share was the most significant factor at 
(M=3.05; SD=.817). 
4.5 Effect of News Dissemination On Performance   
The first objective sought to establish the news dissemination on performance. The result is as 
shown in table 4.5 
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Table 4.5 effect of news dissemination on performance 
 SA A N D SD Mean StD 
 F % F % F % F % F %   
Digital migration 
as enabled creative 
information 
acquisition and 
news 
dissemination 
12 13.3% 35 50.0% 5 5.0% 15 19.9% 11 11.7% 2.12 .84 
Since the inception 
of digital 
migration, news is 
gathered faster and 
disseminated 
quicker 
12 13.3% 44 57.8% 4 4.7% 13 19.1% 5 5.0% 2.67 .59 
The quality of our 
news coverage as 
improved Since the 
inception of digital 
migration 
13 16.7% 31 43.3% 11 11.7% 18 23.3% 5 5.0% 3.01 .84 
Since the inception 
of digital 
migration, viewers 
appreciate the 
services offered  
16 21.7% 30 41.7% 5 5.0% 15 19.9% 12 11.7% 2.80 .64 
Since the inception 
of digital 
migration, 
however, viewer 
fragmentation has 
occurred due to 
numerous channels 
and this has had a 
negative impact on 
our performance.  
17 23.3% 30 41.7% 5 5.0% 12 16.7% 10 10.0% 2.92 .83 
Generally, the 
news 
dissemination has 
positively 
improved our 
performance.  
13 16.7% 30 45.0% 11 11.7% 17 21.7% 7 5.0% 2.53 .94 
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From table 4.5 majority at 63.3% agreed that digital migration had enabled creative information 
acquisition and news dissemination. Only 31.6% disagreed and 5.0% were undecided. This 
implies that Digital migration at RMS had posted positive influences on news dissemination 
particularly its creative elements. This is agreed to in literature as Adigwe, (2010) had observed 
that one of the notable influencer of the digital migration aspect on gathering of information and 
dissemination is not just to advance news distribution that is of top quality but to also precipitate 
the creative invention and broadcasting of news, here, via electronic means.  
 
When asked if since the inception of digital migration, news was gathered faster and 
disseminated quicker, 71.1% agreed, 24.1% disagreed and only 4.7% were neutral. This is an 
indication that digital migration has enabled quicker dissemination of news and thus showed that 
the platform was performing as it should. Change-de Liu (2012) in agreement to this result found 
out that the digitization process improves news reporting and dissemination; more so, he defined 
his construct by saying that news reporting denotes the creative act of transmitting and passing 
across the news memo to the target audience. Further, Chan-de Liu (2012) further elucidates that 
the digitization process has created a desirable situation where the exchange of ideas, (in the 
format of reporting) and its link to relaying makes the reception of information easy and 
effortless.  
On whether the quality of news coverage had improved since the inception of digital migration, 
60.0% agreed, 28.3% disagreed and only 11.7% were neutral. This implies digital migration had 
not only precipitated quicker news but also top-notch news coverage.  Adigwe, (2010) found out 
that digitization technologies have drastically altered the world in all spectrums of life. He 
further found out that the ability of digitization technologies in the reduction of manual 
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mechanisms in building and progressing the development of the media has been amplified 
tremendously. Consequently, digitized technologies bridge the restraints of remoteness and time 
by probably ushering in news sources with more quality and closer by the news gatherers and 
reporters taking to the audience.  
When asked if, since the inception of digital migration, viewers appreciated the services offered, 
63.4% agreed, 31.6% disagreed and 5.0% were neutral. This implies digital migration was also a 
tool for viewer satisfaction by creating avenues for a fresh outlook at quality of the media 
coverage.  Literature has numerous support for the benefits of a technologically savvy media 
service.  Garrison (2000) speaking on the integration of online information technologies in 
newspaper printing companies using qualitative analysis defends the profusion of online content 
and amenities in news reporting and proclaimed that digital migration could precipitate a greater 
productivity and satisfied viewership at a much-reduced price. 
 
When asked if since the inception of digital migration, however, viewer fragmentation had 
occurred due to numerous channels and this had had a negative impact on RMS performance, 
65.0% agreed, 26.7% disagreed and 5.0% were neutral. This is an indication digital migration 
had created a fragmentation process that was generally undesirable. Based on notable surveys the 
migration is becoming expensive for consumers thus cases of decline in TV audience which is 
not good for marketers/advertisers have been witnessed. For Royal Media Service in particular, 
the survey notes that wider choice of TV channels has also led to audience fragmentation which 
may hinder advertisers from achieving their goals and objectives of exposure to a large audience. 
So, while digital migration has exhibited desirable results, it has also ushered in problems of 
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viewership and competitiveness which then imply that there may be Royal Media Service 
performance challenges occasioned by digital migration. 
Finally, on whether generally, the news dissemination had positively improved performance, 
61.7% agreed, 26.7% agreed and 11.7% were neutral.  This implies that news dissemination 
occasioned by the digital migration had improved the general performance of media houses. 
Garrison (2011) asserted that, internet machineries are often integrated in newsroom as it enables 
electronic mail, bulletin board platforms, case transfer protocol audio spilling, audio and video 
conferencing, internet telephony and push technology; and all these helps improve performance 
in news rooms. 
4.6 Effect of Competitive Business Strategy on Performance  
The second objective sought to establish the effect of competitive business strategy on 
performance. The result is as shown in table 4.6 
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Table 4.6 effect of competitive business strategy on performance 
 SA A N D SD Mean StD 
 F % F % F % F % F %   
Since the inception of 
digital migration, the 
company has had an 
organization's structure 
that supports 
implementation of 
documented strategies in 
the master plan 
 
14 
 
18.3% 
 
32 
 
48.3% 
 
10 
 
10.0% 
 
12 
 
13.3% 
 
10 
 
10.0% 
 
 
2.40 
 
 
.85 
Digital migration has 
ushered in a relook at the 
competitive business 
strategy so as to align it 
to current market 
situation 
13 16.7% 30 45.0% 11 11.7% 17 21.6% 7 5.0% 2.58 .97 
So far, the business 
strategy has helped the 
company improve its 
operations. 
15 20.0% 31 46.7% 11 11.7% 12 13.3% 9 8.3% 2.67 .94 
Due to the high cost of 
digital migration, there 
has been a weakening in 
the focus on competitive 
business strategy  
13 16.7% 30 45.0% 10 10.0% 17 21.7% 8 6.6% 2.89 .83 
Our company constantly 
embraces change as 
occasioned by the 
inception of digital 
migration 
9 8.3% 35 53.3% 13 16.7% 12 13.3% 9 8.3% 2.39 .82 
Our organization's digital 
migration process has 
been effective in 
enhancing 
implementation of 
strategies which has 
improved the company 
performance over time 
 
10 
 
10.0% 
 
32 
 
48.3% 
 
11 
 
11.7% 
 
16 
 
21.7% 
 
9 
 
8.3% 
 
 
2.62 
 
 
1.1 
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From Table 4.6 it is clear that majority at, 66.6% agreed while 23.3% disagreed and 10.0% were 
undecided that since the inception of digital migration, the company had had an organization's 
structure that supports implementation of documented strategies in the master plan. This implies 
that digital migration had ushered in a keen look at strategic business implementation. The idea 
behind strategy was canvassed in the literature. From an entrepreneurial viewpoint, any company 
that exists seeks to develop its competitive strategy so as to achieve profitability and market 
share goals. The accomplishments of a competitive company are thus measured financially via 
objective and non-financially via subjective standards. Objective criteria comprise of return on 
investment, profit, market share and sales growth, while subjective criteria comprise of improved 
standing with customers, competitors, and suppliers, and developed quality of delivered services 
(Barney 2012).   
On whether digital migration had ushered in a relook at the competitive business strategy so as to 
align it to current market situation, 61.7% agreed, 26.6% disagreed and 11.7% were neutral. This 
again implies digital migration had presented a new market mix that then demanded a strategy 
that is attuned to the new market forces. Porter (1985) asserted that that a company goes through 
effective competitiveness and acquires a competitive advantage and shows its effective 
competitive business strategy as soon as the company activities, plans and outcomes are different 
from competing companies and are aligned to current market situation.  Christensen (2011) 
indicates that a company has competitive business strategy when it possesses the mechanism to 
get out of the way competitors by getting better favors from customers and are also aligned to 
current market contexts.   
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When asked if so far, the business strategy had helped the company improve its operations., 
66.7% agreed, 21.6% disagreed and 11.7% were neutral. Evidently, the strategy employed 
following investment in digital migration had helped streamline operations.  As earlier argued, 
the resource-based theories of strategy present a new frontier in explaining management 
practices and performances, not to mention competitive advantage and the works of Penrose 
have been the anchorage polemic and thus very influential (Rangone 1999). Penrose argued that 
business strategy is basically meant to improve operations of a business and that such a 
progressive business harnesses resources to do just that.  
 
Furthermore, however, when asked if due to the high cost of digital migration, there had been 
occasions for weakening in the focus on competitive business strategy, 61.7% agreed, 28.3% 
disagreed and 10.0% were neutral. This implies that there had been a dropping of the ball when 
the pressures of digital migration were faced by the management.  While Porter (1980) 
envisioned that competitiveness of the company be understood as an outcome of the position the 
market has taken, resource-based scholars have maintained that in better performing companies 
and industries, the main predictor of such a performance is core competencies. Core 
competencies present the coordinated, collected memory of a business characterized by the sole 
purpose and thus work of any company and acquiring the necessary production and service skills 
using whatever form of technology to meet the required tasks and when this is lost sight of, 
occasions for weakening in the focus on competitive business strategy become an inevitability as 
this study shows (Prahalad and Hamel, 2010). Basically, RMS may have over concentrated on 
the technical aspects of digital migration to the detriment of its core functions hence the 
weakening.  
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When asked if RMS constantly embraced change as occasioned by the inception of digital 
migration, 61.6% agreed, 21.6% disagreed and 16.7% were neutral. This gives the indication 
again that digital migration had pressurized RMS to embrace change, how far such a change was 
effective remains a focus of a further study.   
Finally, when asked if digital migration process had been effective in enhancing implementation 
of strategies which had improved the company performance over time, 58.3% said yes while 
30.0% said no and 11.7% were undecided. A study of the media companies in the Netherlands 
espoused a resource-based viewpoint to classify the origins of competitive business strategy in a 
selection of 68 companies representing broadcasting and newsprint service companies (Tilley 
and Tonge2013). According to this study, “front runners” were differentiated from “back 
members” in the manner in which they choose to collect three sets of capabilities: market, 
organizational and technological. The study highlighted the place that digitization plays in 
improving competitive business strategy focus and how it can in turn improve performance. 
4.7 Effect of Product Re-Innovation on Performance  
The third objective sought to establish the effect of product re-innovation on performance. The 
result is as shown in table 4.7 
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Table 4.7 effect of product re-innovation on performance 
 SA A N D SD Mean SD 
 F % F % F % F % F %   
Since the inception of 
digital migration, our 
company has through 
the use of technology 
introduced new 
products  that meet 
customer demands 
13 16.7% 34 51.7% 9 8.3% 16 20.0% 6 3.3% 2.42 .61 
Since the inception of 
digital migration, our 
company has through 
the use of technology 
added more features 
to some of our 
products  
10 10.0% 34 51.7% 9 8.3% 17 23.3% 8 6.7% 2.65 1.0 
We depend mainly on 
internal product re-
innovations than 
external ones to 
produce quality 
products 
 
13 
 
16.7% 
 
30 
 
45.0% 
 
11 
 
11.7% 
 
17 
 
21.7% 
 
7 
 
5.0% 
 
 
2.53 
 
 
.94 
The product re-
innovation 
occasioned by digital 
migration has easily 
connected to the 
business model which 
has created more 
brands for us 
 
14 
 
18.3% 
 
32 
 
48.3% 
 
10 
 
10.0% 
 
12 
 
13.3% 
 
10 
 
10.0% 
 
 
2.40 
 
 
.85 
Generally, our 
product re-
innovations are 
adequate and has 
consequently helped 
improve products and 
our performance 
 
10 
 
10.0% 
 
32 
 
48.3% 
 
11 
 
11.7% 
 
16 
 
21.7% 
 
9 
 
8.3% 
 
 
2.62 
 
 
1.1 
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From Table 4.7 it is clear that majority at 68.4% agreed that since the inception of digital 
migration, RMS had through the use of technology introduced new products that met customer 
demands, 23.3% disagreed and 8.3% were neutral. This implies that digital migration had 
allowed for product-renovation at RMS. This result as support in literature particularly for media 
businesses. Product re-innovation is a chief determinant for a company‟s competitiveness and 
growth. Product re-innovation cannot be ignored particularly for a business whose main interest 
is to have sustainable competitive advantage and wishes to creatively and sustainably enter into 
the fresh marketplaces available (Becheikh et al. 2012). Amidst companies of diverse 
proportions and shapes, the media sector is generally more flexible. It is able to adapt itself 
better, easily develop and implement new product ideas. According to Wolf and Pett (2012) they 
can do this if they digitize their operations and technology.  
On whether since the inception of digital migration, RMS had through the use of technology 
added more features to some of their products, 61.7% agreed, 30.0% disagreed and 8.3% were 
undecided. This again implies that digital migration had allowed for product-renovation at RMS. 
This result agrees with literature. Vonortas and Xue (2013), presented data on the product re-
innovation of small media houses in Sub-Saharan countries and observed that economic 
incentives, internal resources, and digitization like the digital migration process coupled with 
organizational capabilities the media inherently had constituted a mix of external and internal 
sources which in turn enabled a possible advancement in innovation.   
When asked if RMS depended mainly on internal product re-innovations than external ones to 
produce quality products, 61.7% agreed, 11.7% were neutral and 26.7% were neutral. This 
implies that RMS was more concerned with their internal capabilities than external and which 
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may not be wholly effective. Ussmanet al. (2011), in a study investigating the media sector in 
Portugal found out that the media there was not solely dependent on internal sources but were 
also concerned with the external environment and tailor-made their innovation processes to suit 
the environment; and that this often worked to their benefit.   
On whether the product re-innovation occasioned by digital migration had easily connected to 
the business model which had created more brands for RMS, 66.6% agreed, 23.3% disagreed and 
10.0% were neutral. This is an indication that digital migration had linked the business to 
strategy and effective business modeling.  Danneels and Kleinschmidt (2011) argued that 
markets and technology were the two aspects in re-innovation that drove progress in the media 
business. They further postulated that media houses should mix the two if they are to digitize 
efficiently and effectively. These studies powerfully designate the idea not internal capabilities 
of the firm nor customer provisions solely will direct a company to involve itself with product re-
innovation. Finally, when asked if generally, RMS product re-innovations were adequate and had 
consequently helped improve products and performance 58.3% agreed, 30.0% disagreed and 
11.7% were neutral. This implies that Digital migration was convenient and accessible for media 
house business growth and quality service delivery. 
4.8 Effect of Technical Investment on Performance  
The third objective sought to establish the effect of technical investment on performance. The 
result is as shown in table 4.8 
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Table 4.8 effect of technical investment on performance 
 SA A N D SD Mean SD 
 F % F % F % F % F %   
Digital migration was a 
very costly affair that 
cut on our capital base 
and had problematic 
effects on performance  
12 15.7% 35 52.7% 8 7.3% 17 21.0% 6 3.3% 3.42 .68 
There have been 
attendant technical 
investments to fully 
comply with the 
migration which has 
taken our costs more 
higher and thus affect 
our performance  
11 11.7% 33 50.0% 9 8.3% 16 22.3% 9 8.3% 2.05 .89 
The company has also 
been forced to invest in 
the training of workers 
to understand the 
workings of digital 
platforms 
 
13 
 
16.7% 
 
30 
 
45.0% 
 
11 
 
11.7% 
 
19 
 
21.7% 
 
5 
 
5.0% 
 
 
2.00 
 
 
.90 
Such training has 
yielded positive results 
as now employees can 
work out the platform 
and help improve 
operations 
 
15 
 
19.3% 
 
31 
 
47.3% 
 
9 
 
8.3% 
 
13 
 
14.3% 
 
10 
 
10.0% 
 
 
2.40 
 
 
.85 
The fact the digital 
migration requires set-
top boxes has made it 
difficult to compete 
with our competitors 
who have cheap set-top 
boxes 
 
10 
 
10.0% 
 
35 
 
51.0% 
 
11 
 
11.7% 
 
14 
 
18.7% 
 
9 
 
8.3% 
 
 
2.82 
 
 
.98 
 
From Table 4.8 it is clear that majority at 69.4% agreed that digital migration was a very costly 
affair that cut on RMS capital base and had problematic effects on performance, 23.3% disagreed 
and 8.3% were neutral. This implies that digital migration had showed up the company capital 
and that the company was struggling to break even. Lumiste et al. (2004) whose study was based 
66 
 
completely on product innovations and technical investments across the world observed that the 
yield of innovative TV stations progressed faster than anticipated and where applicable the 
results were both desirable and rewarding.  
 On whether there had been attendant technical investments to fully comply with the migration 
which had taken RMS costs more higher and thus affect performance, 62.7% agreed, 30.0% 
disagreed and 8.3% were undecided. This again implies that digital migration had showed up the 
company capital and that the company was struggling to break even. This result also shows that 
there is a link between technical investment and performance. Hoffman et al. (2010) mentioned 
the massive experiential studies on technical investment in media companies had not investigated 
exhaustively the connection between technical investment and media company performance. 
Roper (2013) however, likening the technical investment strategies of UK, German and Irish 
media houses, asserted that there existed a sturdy connection between technical investment and 
revenue outcomes. This study shows a very strong link between technical investment and 
performance of media houses like RMS.  
When asked if the company had also been forced to invest in the training of workers to 
understand the workings of digital platforms, 62.7% agreed, 11.7% were neutral and 26.7% were 
neutral. This implies that digital migration had forced some investments in training which then 
made the costs to go up. Danneels and Kleinschmidt, (2011) postulated that innovative products 
offer sustainable opportunities for business as regards the growth and development into fresh and 
unchartered areas inasmuch as they did not investigate the link between technical investment and 
business performance and that training is one sure way to get there. 
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On whether such training had yielded positive results as employees could now work the platform 
and help improve operations, 66.6% agreed, 23.3% disagreed and 10.0% were neutral. This is an 
indication that, while digital migration had shore up the costs, through the training process the 
platform and the technical investment in it could be profitable in the long run.  Finally, when 
asked if the fact the digital migration requires set-top boxes has made it difficult to compete with 
competitors who have cheap set-top boxes 58.3% agreed, 30.0% disagreed and 11.7% were 
neutral. This implies that there was still a challenge in technical investment and that the figure 
could go higher in trying to compete.  
4.9 Correlations analysis for RMS. 
Pearson‟s Correlation analysis was calculated for RMS and the results presented in table 4.9.  
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Wong and Hiew (2005) asserted succinctly that that a correlation coefficient value (r) that is 
within the boundaries of 0.10 to 0.29 is measured as weak, from 0.30 to 0.49 is taken as medium 
and within the boundaries of 0.50 to 1.0 is measured as strong. However, Field (2005) had 
Table 4.9 Correlation Analysis for RMS 
  
Performance 
News 
Dissemination 
Competitive 
Business 
strategy 
Product re-
innovation 
Technical 
Investment 
Performance Pearson 
Correlation 1     
Sig. (2-
tailed) 
 
    
N 78     
News 
Dissemination 
Pearson 
Correlation .633
**
 1    
Sig. (2-
tailed) .001 
 
   
N 78 78    
Competitive 
Business strategy 
Pearson 
Correlation .506
**
 234
**
 1   
Sig. (2-
tailed) .000 .001 
 
  
N 78 78 78   
Product re-
innovation 
Pearson 
Correlation .588 .476
**
 .009
**
 1  
Sig. (2-
tailed) .000 .000 .032 
 
 
N 78 78 78 78  
Technical 
Investment 
Pearson 
Correlation .722
**
 .045
**
 .275 .091
**
 1 
Sig. (2-
tailed) .000 .005 .000 .000 
 
N 78 78 78 78 78 
**. Correlation is significant at the 0.01 level (2-tailed). 
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revealed that any correlation coefficient that goes above the 0.8 mark is not appropriate as it will 
undoubtedly present multicollinearity problems. Here, the highest correlation coefficient is 0.722 
and being below 0.8 has no multicollinearity problem (Table 4.9). 
From table 4.10, all the independent variables (news dissemination, competitive business 
strategy, product re-innovation and technical investment) had a positive relationship with 
performance at RMS. Technical investment had the highest correlation (r=0.722, p< 0.01), then 
news dissemination (r=0.633, p< 0.01), followed by product re-innovation (r=0.588, p< 0.00) 
and finally competitive business strategy had the least correlation with organizational 
performance (r=0.506, p< 0.01). This implied that that all the variables under study have a 
positive relationship with the dependent variable.  
4.10 Regression Analysis 
Because the measures that are used to evaluate the principal concepts in the model are 
quantitative scales, regression analysis can be utilized to accomplish this task.  As part of the 
analysis, Regression Analysis was done and results are presented in Table 4.10, 4.11 and 4.12 
Table 4.10 Model Summary
b
 
Model R R Square Adjusted R Square 
Std. Error of the 
Estimate 
1 .863
a
 .736 .632 .115 
a. Predictors: (Constant), news dissemination, competitive business strategy, product re-
innovation and technical investment 
b. Dependent Variable: performance 
 
From table 4.10 it is apparent that the R value was .863 noting then that there was a positive 
direction attributed to R which is the predicated correlation linking the the observed and 
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predicted values that are based on the dependent variable. Since the value (.863) does not show a 
– sign, the direction is positive. Further, the value shows that the relationship between  observed 
and predicted values is strong and leaning towards a  positive direction. The coefficient of 
determination R
2 
value is shown as 0.632. This demonstrates that 63.2% of the adjustment in 
dependent variable (performance) was explained and predicted by independent variables (news 
dissemination, competitive business strategy, product re-innovation and technical investment) 
Table 4.11 ANOVA
b
 
Model Sum of Squares Df Mean Square F Sig. 
1 Regression 204.800 4 58.146 88.381 .000
a
 
Residual 13.708 238 .763   
Total 217.408 242    
a. Predictors: (Constant), news dissemination, competitive business strategy, product re-
innovation and technical investment 
b. Dependent Variable Performance   
 
The F-statistics resulting from the data (F = 88.381) was significant at 5 per cent level (Sig. F< 
0.05), thus confirming the fitness of the model and consequently, there exists a statistically 
significant relationship between news dissemination, competitive business strategy, product re-
innovation and technical investment, and Performance    
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Table 4.12 Coefficients 
Model 
Unstandardized 
Coefficients 
Standardized 
Coefficients 
T Sig. B Std. Error Beta 
1 (Constant) 2.657 .372 .277 5.608 .000 
News Dissemination .385 .088 .373 4.868 .000 
Competitive Business 
strategy 
.178 .064 .171 3.876 .000 
Product Re-innovation .298 .075 .283 3.503 .004 
Technical Investment .319 .074 .302 4.229 .000 
a. Dependent Variable: Performance    
 
 
The t-value of constant generated (t = 5.608) was significant at .000 per cent level (Sig. F< 0.05), 
accordingly confirming the fitness of the model. Consequently, there is statistically significant 
relationship between e news dissemination, competitive business strategy, product re-innovation 
and technical investment, and Performance. all the regressed results are supported in literature. 
Adigwe, (2010) had observed that one of the notable influencer of the digital migration aspect on 
gathering of information and dissemination is not just to advance news distribution that is of top 
quality but to also precipitate the creative invention and broadcasting of news, here, via 
electronic means. Porter (1985) on the other hand asserted that that a company goes through 
effective competitiveness and acquires a competitive advantage and shows its effective 
competitive business strategy as soon as the company activities, plans and outcomes are different 
from competing companies and are aligned to current market situation. 
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Further, product re-innovation is a chief determinant for a company‟s competitiveness and 
growth. Product re-innovation cannot be ignored particularly for a business whose main interest 
is to have sustainable competitive advantage and wishes to creatively and sustainably enter into 
the fresh marketplaces available (Becheikh et al. 2012). Again, Lumiste et al. (2004) whose 
study was based completely on product innovations and technical investments across the world 
observed that the yield of innovative TV stations progressed faster than anticipated and where 
applicable the results were both desirable and rewarding.  
Thus, looking at both results, all the hypotheses have been rejected and clearly News 
dissemination, competitive advantage, product re-innovation and technical investment do have a 
significant effect on performance of Royal Media Services 
Table 4.13 Hypotheses Testing  
Hypothesis Correlation Results Regression Results Comments 
H01: News dissemination does not 
have a significant effect on 
performance of Royal Media 
Services 
r=0.633, p< 0.01 
 
β1 = .373 p<0.01 
 
 
Rejected 
H02: Competitive business strategy 
does not have a significant effect 
on performance of Royal Media 
Services 
r=0.506, p< 0.01 
 
β2 =.171 p<0.01 
 
Rejected 
H03: Product re-innovation does 
not have a significant effect on 
performance of Royal Media 
Services 
r=0.588, p< 0.00 
 
β3 =.283 p<0.01 
 
 
Rejected 
H04: Technical Investment does not 
have a significant effect on 
performance of Royal Media 
Services 
r=0.722, p< 0.01 
 
β4 =.302 p<0.01 
 
Rejected 
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CHAPTER FIVE 
SUMMARY OF FINDINGS, CONCLUSIONS AND RECOMMENDATIONS 
5.1 Introduction 
This chapter shows the summary of findings, the conclusions drawn and the recommendations 
made.  
5.2 Summary of Findings 
5.2.1 News Dissemination and Performance of RMS 
Based on the first objective, majority at 63.3% agreed that digital migration had enabled creative 
information acquisition and news dissemination. When asked if since the inception of digital 
migration, news was gathered faster and disseminated quicker, 71.1% agreed. On whether the 
quality of news coverage had improved since the inception of digital migration, 60.0% agreed. 
When asked if, since the inception of digital migration, viewers appreciated the services offered, 
63.4% agreed. When asked if since the inception of digital migration, however, viewer 
fragmentation had occurred due to numerous channels and this had had a negative impact on 
RMS performance, 65.0% agreed. Finally, on whether generally, the news dissemination had 
positively improved performance, 61.7% agreed. 
5.2.2 Competitive Business Strategy and Performance of RMS 
Based on the second objective, it is apparent that majority at, 66.6% agreed while 23.3% 
disagreed and 10.0% were undecided that since the inception of digital migration, the company 
had had an organization's structure that supports implementation of documented strategies in the 
master plan. On whether digital migration had ushered in a relook at the competitive business 
strategy so as to align it to current market situation, 61.7% agreed. When asked if so far, the 
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business strategy had helped the company improve its operations., 66.7% agreed. Furthermore, 
however, when asked if due to the high cost of digital migration, there had been occasions for 
weakening in the focus on competitive business strategy, 61.7% agreed. When asked if RMS 
constantly embraced change as occasioned by the inception of digital migration, 61.6% agreed. 
Finally, when asked if digital migration process had been effective in enhancing implementation 
of strategies which had improved the company performance over time, 58.3% said yes.  
5.2.3 Product Re-innovation and Performance of RMS 
Based on the third objective, it is clear that majority at 68.4% agreed that since the inception of 
digital migration, RMS had through the use of technology introduced new products that met 
customer demands. On whether since the inception of digital migration, RMS had through the 
use of technology added more features to some of their products, 61.7% agreed. When asked if 
RMS depended mainly on internal product re-innovations than external ones to produce quality 
products, 61.7% agreed. On whether the product re-innovation occasioned by digital migration 
had easily connected to the business model which had created more brands for RMS, 66.6% 
agreed. 
5.2.4 Technical Investment and Performance of RMS 
Based on the fourth objective, it is clear that majority at 69.4% agreed that digital migration was 
a very costly affair that cut on RMS capital base and had problematic effects on performance. On 
whether there had been attendant technical investments to fully comply with the migration which 
had taken RMS costs more higher and thus affect performance, 62.7% agreed. When asked if the 
company had also been forced to invest in the training of workers to understand the workings of 
digital platforms, 62.7% agreed. On whether such training had yielded positive results as 
employees could now work the platform and help improve operations, 66.6% agreed.  
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5.3 Conclusions 
5.3.1 News Dissemination and Performance of RMS 
Based on the first objective, digital migration at RMS had enabled creative information 
acquisition and news dissemination and since the inception of digital migration, news was 
gathered faster and disseminated quicker. Further, the quality of news coverage had improved 
since the inception of digital migration and viewers appreciated the services offered. However, 
viewer fragmentation had occurred due to numerous channels and this had had a negative impact 
on RMS performance. Generally, the news dissemination had positively improved performance. 
It can thus be concluded that news dissemination occasioned by digital migration had a 
significantly positive influence on performance at Royal Media Services. 
5.3.2 Competitive Business Strategy and Performance of RMS 
Based on the second objective, since the inception of digital migration, the company had had an 
organization's structure that supports implementation of documented strategies in the master 
plan. Digital migration had ushered in a relook at the competitive business strategy so as to align 
it to current market situation and so far, the business strategy had helped the company improve 
its operations. Furthermore, however, due to the high cost of digital migration, there had been 
occasions for weakening in the focus on competitive business strategy. Again, RMS constantly 
embraced change as occasioned by the inception of digital migration and the digital migration 
process had been effective in enhancing implementation of strategies which had improved the 
company performance over time. It can thus be concluded that competitive business strategies 
occasioned by digital migration had a significantly positive influence on performance at Royal 
Media Services. 
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5.3.3 Product Re-innovation and Performance of RMS 
Based on the third objective, since the inception of digital migration, RMS had through the use 
of technology introduced new products that meet customer demands. RMS had through the use 
of technology added more features to some of their products. However, RMS depended mainly 
on internal product re-innovations than external ones to produce quality products. Further, the 
product re-innovation occasioned by digital migration had easily connected to the business 
model which had created more brands for RMS. It can thus be concluded that product-renovation 
occasioned by digital migration had a significantly positive influence on performance at Royal 
Media Services. 
5.3.4 Technical Investment and Performance of RMS 
Based on the fourth objective, digital migration was a very costly affair that cut on RMS capital 
base and had problematic effects on performance. There had also been attendant technical 
investments to fully comply with the migration which had taken RMS costs more higher and thus 
affected performance. The company had also been forced to invest in the training of workers to 
understand the workings of digital platforms but such training had yielded positive results as 
employees could now work the platform and help improve operations. It can thus be concluded 
that technical investments in digital migration had a significantly negative influence on 
performance at Royal Media Services. 
5.4 Recommendations 
From the conclusions, the following recommendations are thus made: 
Royal Media Services should continue to implement the creative elements of digital migration to 
further improve the quality, timeliness and reliability of news dissemination.  
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Royal Media Services should use digital platforms to enhance the competitive business strategies 
by enacting a strategic plan that is attuned to the new market realities where viewer 
fragmentation has become a serious concern. The strategic plan must appreciate the presence of 
all competitors and device a strategy that will put the company ahead of the pack, may be 
through differentiation strategies.  
Royal Media Services should use digital platforms for more product innovations as that will 
ensure that the company remains at the top of market share that they presently enjoy. 
Royal Media Services should continue to invest in digital migration and though the investment 
appears costly, research has shown clearly that it will be worth it in the long run.  
The government should both initiate and implement workable strategies that curbs unwarranted 
and unhealthy competition among media houses so that the companies can flourish in their 
digitization endeavors.  
5.5 Suggestions for Further Research 
It is proposed that further study be done to find out the factors that influence competitive 
business strategies in media houses as this presented a significant gap. Further, more studies need 
to look at the extent to which media houses have invested digitally and how the investment has 
influenced competitiveness.   
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APPENDICES 
APPENDIX I: QUESTIONNAIRE 
Q/No:……………. 
This questionnaire is organized intentionally to support the researcher in collecting data relating 
to establishing the effect of digital migration on performance experienced at Royal Media 
Services. As one of the chief respondents/informants, you are heretofore invited to read and 
complete it. Any information offered with deference to this request shall be handled with 
stringent confidentiality and will only be used for the intent above-mentioned.  
 
Kindly indicate your consent prior to completion. 
۝ I agree   ۝ I disagree 
 
PART ONE-DEMOGRAPHIC DATA 
1. Please indicate your gender 
(a) Male  [   ]    (b) Female  [   ] 
2. Please indicate your age  
 [  ] 18-25  years  [  ] 26-35 years  [  ] 36-45 years 
 [   ] 46-55years  [  ] Over 55 Years 
3. Please indicate your highest level of education attained 
[   ] KCSE   [   ] Certificate   [ ] Diploma    [ ] Degree     [  ] Masters  [  ] PHD 
4. How many years have you worked at RMS? 
 [ ] Below 5   [ ] 5-10 
 [ ] 10 -15    [ ] 15, and above 
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PART B- Performance 
5. Please indicate the extent to which you agree or disagree with the following statements. 
Please indicate by ticking [√] your view. The Value of Scale is given below 
SA-Strongly Agree (5), A-Agree (4), U-Undecided (3), D-Disagree (2), SD-Strongly Disagree 
(1) 
 SA A U D SD 
Since the inception of digital migration, we have had a 
high sales growth, averagely above the 1 billion mark  
     
Since the inception of digital migration, we have had a 
markedly high market share of averagely over 40% 
     
Since the inception of digital migration, our 
profitability is high and has reached the 1 billion mark 
and above 
     
The owners are satisfied with the performance of the 
business since the inception of digital migration 
     
Since the inception of digital migration, we have 
broken even and returned the cost of our investment 
     
Generally, the growth of the firm has been steady and 
very satisfactory in terms of return on investment and 
sales since the inception of digital migration 
     
 
6. In your opinion, are there any other Company performance issues at your company? 
………………………………………………………………………………………………
………………………………………………………………………………………………
……………………………………………………………………………………………… 
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PART C- News dissemination and performance  
 
7. To what extent do you consider the following news dissemination affect your 
performance? (Kindly tick the relevant box for each).  
SA-Strongly Agree (5), A-Agree (4), U-Undecided (3), D-Disagree (2), SD-Strongly Disagree 
(1) 
 SA A U D SD 
Digital migration as enabled creative information acquisition 
and news dissemination 
     
Since the inception of digital migration, news is gathered 
faster and disseminated quicker 
     
The quality of our news coverage as improved Since the 
inception of digital migration 
     
Since the inception of digital migration, we can viewers 
appreciate the services offered  
     
Since the inception of digital migration, however, viewer 
fragmentation has occurred due to numerous channels and 
this has had a negative impact on our performance.  
     
Generally, the news dissemination has positively improved 
our performance.  
     
 
 
PART D- Competitive Business Strategy and Performance 
 
8. Please indicate the extent to which you agree or disagree with the following statements. 
Please indicate by ticking [√] your view. The Value of Scale is given below 
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SA-Strongly Agree (5), A-Agree (4), U-Undecided (3), D-Disagree (2), SD-Strongly Disagree 
(1) 
 SA A U D SD 
Since the inception of digital migration, the company has 
had an organization's structure that supports implementation 
of documented strategies in the master plan 
     
Digital migration has ushered in a relook at the competitive 
business strategy so as to align it to current market situation 
     
So far, the business strategy has helped the company 
improve its operations. 
     
Due to the high cost of digital migration, there has been a 
weakening in the focus on competitive business strategy  
     
Our company constantly embraces change as occasioned by 
the inception of digital migration 
     
Our organization's digital migration process has been 
effective in enhancing implementation of strategies which 
has improved the company performance over time 
     
 
9. What other competitive business strategic issues influence performance of RMS? 
………………………………………………………………………………………………
………………………………………………………………………………………………
………………………………………………………………………………………………
………………………………………………………………………………………………
………………………………………………………………………………………………
…………………………………………………………………………….. 
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PART E- Product re-innovation and Performance  
 
10. To what extent do you consider the following issues? 
 (Kindly tick the relevant box for each).  
SA-Strongly Agree (5), A-Agree (4), U-Undecided (3), D-Disagree (2), SD-Strongly Disagree 
(1) 
 SA A U D SD 
Since the inception of digital migration, our company has 
through the use of technology introduced new products  that 
meet customer demands 
     
Since the inception of digital migration, our company has 
through the use of technology added more features to some of 
our products  
     
We depend mainly on internal product re-innovations than 
external ones to produce quality products 
     
The product re-innovation occasioned by digital migration has 
easily connected to the business model which has created more 
brands for us 
     
Generally, our product re-innovations are adequate and has 
consequently helped improve products and our performance 
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PART F- Technical Investments and Performance 
11. Please indicate the extent to which you agree or disagree with the following statements. 
Please indicate by ticking [√] your view. The Value of Scale is given below 
SA-Strongly Agree (1), A-Agree (2), U-Undecided (3), D-Disagree (4), SD-Strongly Disagree 
(5) 
 SA A U D SD 
Digital migration was a very costly affair that cut on 
our capital base and had problematic effects on 
performance  
     
There have been attendant technical investments to 
fully comply with the migration which has taken our 
costs more higher and thus affect our performance  
     
The company has also been forced to invest in the 
training of workers to understand the workings of 
digital platforms 
     
Such training has yielded positive results as now 
employees can work out the platform and help improve 
operations 
     
The fact the digital migration requires set-top boxes has 
made it difficult to compete with our competitors who 
have cheap set-top boxes 
     
 
 
 
